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...» THAN THE AVERAGE OF 
THE NEXT SIX BEST- 
KNOWN BRANDS..! 


PLUS FLASHLIGHT PROTECTION WITH 
RAY-0-VAC’S GUARANTEED LEAK PROOF 
FLASHLIGHT BATTERIES 


4 

3 — % In tests as prescribed in Bulletin No. C414, U.S. 
~}™ Bureau of Standards, Ray-O-Vac LEAK PROOF Cells 
3 ’ S = gave longer service than any other general purpose 
ana" flashlight cell tested. And in every test the guaran- 
wow PL ¥ teed Leak Proof Cell exceeded the average of the 
2 next six cells with an amazing margin of superiority: 
2 4 * Light Industrial Frequent Use Test—Ray-O-Vac Beat 

AS 6 . the Average Of the Other Six Cells by 46.5% 





¢ Y Household Occasional Use Test — Ray-O-Vac Beat 
ant ion the Average of the Other Six Cells by 41.2% 
ey, 9) Heavy Industrial Constant Use Test—Ray-O-Vac 
WONT STICK Beat the Average Of the Other Six Cells by 48.6% 
ae 7 RAY-O-VAC’S AVERAGE MARGIN OF 
£ eS SUPERIORITY — 45.4% 
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of we GIVE YOUR CUSTOMERS THIS EXTRA VALUE .’.. 
\ : PLUS THE FLASHLIGHT PROTECTION OF GUAR- 
(WONT DAMAGE ANTEED LEAK PROOF CELLS! 


RAY-O-VAC COMPANY 


MADISON, WISCONSIN 











WHICH SHALL IT BE 





WOOSTER BRUSH CO. 









Dealers are finding that among 
thousands of purchasers of 
brushes, there is an increasing 
number of women buyers. Your 
own experience should reflect this 
fact. Why not make it easy for 
them to decide their brush needs 
by adopting the Wooster 3-Point 
Merchandising Plan? Ask your 
Wooster jobbers’ salesman about 
the details. 


* WOOSTER, OHIO 








a Thursday by Chilton Co. ( Ine. ). 
* 1879. i printed én U. 8. A.) $1.00 per year. 


class matter, 
Single copies, 25¢ each. “vol. 148, No. &. 








March 24, 1933, at the Post Office at Philadelphia under the Act of 




















"UM YALE PROMOTION. 
1 START THE SALE MOVING!” 













"TM YALE 
QUALITY PRODUCTS. 

1 KEEP THE SALE MOVING 
AND MAKE IT GROW!” 
















"UM THE NAME YALE THAT 
PEOPLE KNOW AND TRUST. 
1 CLINCH THE SALE!” 





Yes, Yale puts 3 big sales movers — the Yale Moving 

Men — into your business: the most extensive adver- 

tising in the industry (through good times and bad) 

... quality products that build more profitable sales 

...and the name YALE, the No. 1 name in locks. 

You can put them to work in your store simply by... 
Using YALE promotion aids 


Talking YALE selling points 
Displaying YALE products 


Ask your jobber about the best way to put the 3 
Yale Moving Men to work for you, at no extra 
cost ... starting now! 


: é ‘ THE NAME YALE HELPS MAKE THE SALE 


THE YALE & TOWNE MANUFACTURING co. 
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KEEPS HOT 





“THERMOS” 2) 
rt 
dnd who does 
' ur coffee hot ( Bottle. 
@ if you peach eros brand et inside 








IS 


@ Consistent, effective advertising has made Thermos 












“thenline of least resistance.” It is your advertising 
because ‘it is read by your customers, in your locality. 

Tie up with Thermos advertising—display Thermos 
brand vacuum ware prominently—call attention to the 
Thermos trade-mark. It inspires customer confidence— 
makes sales easier—and volume greater. 


THE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONNECTICUT 
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NEW 
Non-Rising Pin 
in 







a 
Just PUSH ITOWNS) 


[ 


/ 


/ © a [Ti eo 
/ Hl) @) otn SNAPS into ptace 


Tue greatest forward step in hinge construction in 40 
years! Just push the pin down = and it suaps into place, Sell Three Butts 
Stays there for good! No twisting or turning to locate to a Door! 
old-style wing slots. No pliers needed. 

Here’s how it works: a split ring is attached to a groove 
in the pin. When the pin is pushed into the butt, the 
split ring swaps into place... automatically ...in a pocket 
made for it in the top knuckle. While the pin may be 
removed easily, ordinary door action will never drive it up 





because the split ring exerts enough pressure against the 
inside of the knuckle above the pocket to lock the pin down. 


Easiest way to make a 50% increase in butt profits for 
yourself: Tell builders how the center butt holds the 


door in line—keeps latch and lock working perfectly. 
Y Point out to them that it actually costs less to put three 
butts on every door in a house than to repair a single 





warped door. Order Stanley Butts from your jobber. 
TRADE MARK The Stanley Works, New Britain, Connecticut. 


- HARDWARE FOR CAREFREE DOORS 
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bn Sy stows 


READY-TO-PLUG-IN 
Shallow Well Water Systems 








The “Challenger,” 
Model 200-8, with 
200-g. p. h. piston- 
type pump and 8-gal. 
tank. Comes com- 
pletely assembled. 










® Hitch your water wagon to a star—sell 
the Fairbanks-Morse line of home water systems. 

It’s the only complete line . . . a full range of sizes in 
shallow and deep well units, each in both piston and 
ejector types. You can sell the ideal system for every job. 

It’s priced right .. . the price leaders sell at 

$47.50 $51 $57.50 $65 $82 

It includes sma// units. 30% of shallow well systems 
sold are under 250 g.p.h. capacity, yet most lines 
ignore this big market. 

It’s easy to sell. . . four generations have known 











“Fairbanks-Morse” to mean dependability. N 
It’s engineered and built right... F-M standards are n 
maintained even in the smallest units. 
It’s easy to install...“ package unit’’ types require no De luxe heavy-duty they 
plumber, no electrician, no electrical supplies. system, Model 375-32, post 
It's widely advertised in national magazines and in — a ane 
state farm papers. And there are plenty of powerful comune tm a certa 
dealer sales helps. waite. that 
It’s the line to sell . . . for satisfied customers... 
FOR PROFITS. He 
To learn if a dealer franchise is available in your farm 
territory, write to Fairbanks, Morse & Co., Dept. I-110, lu: 
600 S. Michigan Ave., Chicago, III. valu. 
Of 20 F-M warehouses, one is conveniently near you. dura 
sheet 
such 
Another Profitable Line sion 
F-M WASHERS of m 
Here again Fairbanks-Morse offers a com- plan 
plete line, a name that requires no selling, di t 
and competitively priced products of Model 370-7, hori IStT 
superiority that is easily proved. F-M seaeel pe vated —" blue 
Washers rate high in mechanical excel- wiek 290. ar & .. 
lence, low in power consumption. Elec- wtntt wth S36 L : F; 
tric-motor or gas-engine drive. Write for ten sgt ofa om h 
dealership details. pletely assembled. mee 
mea 
dow! 
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FAIRBANKS, MORSE & CO 


Manufacturers of Precision Equipment for II11l Years 


Mie ee 
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— use these plans to boost future business! 


N the next few years, farmers will have more 

money to spend for better equipment. Whether 
they will spend it right away,’or whether they will 
postpone their purchases temporarily, one thing is 
certain — now 1s the time to offer service to farmers 
that will bring them to your store. 

Here is an example of how you can do it. Most 
farmers need better machine sheds for their many 
valuable tools and machines. They can quickly erect 
durable buildings by using steel roofing and siding 
sheets. But farmers need information on how to erect 
such buildings. That’s why our Agricultural Exten- 
sion Service has prepared complete plans for erection 
of many types of steel-covered farm buildings. These 
plans are free — for you to use in your store and to 
distribute to your farm trade. They are complete, in 
blueprint form. They tell what materials are needed. 

Farmers will come to you for materials if you see 
that they get this valuable help. Look what it can 
mean to you. 20 squares in a single sale—plus gutters, 
downspouts, nails and other accessories! Write for 
your copies of these plans. 

_ Here’s something worth remembering. Steel roof- 
ing and siding is a lot easier to sell if it is a well- 


advertised brand that has a reputation for long life. 
That’s why dealers everywhere stick to U-S-S Roof- 
ing and Siding year after year. U-S-S Sheets come 
in a full line — flat, corrugated and V-crimped. Com- 
plete accessories to match. And be sure to carry 
U-S-S StormSeal. This specially designed roofing 
sheet has a double drain that puts an end to leaks 
at side laps. It’s a big favorite with farmers. 
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U'S'S STEEL ROOFING AND SIDING 


CARNEGIE-ILLINOIS STEEL 
AMERICAN STEEL & WIRE 


COLUMBIA 


CORPORATION, 
COMPANY, Cleveland, Chicago and New York 


STEEL COMPANY, San Francisco 


Pittsburgh and Chicago 





United States Steel Export Company, New York 
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/ POWER SAVEF 


WILL BOOST 


WINCHES TER 
BATTERY SALES 








SEPTEMBER 4, 


Millions of Users to Know of 
NEW 18 MONTHS DATING 


HERE’S a sensational new sales booster for you now in Winchester Flashlight 
Batteries—the new Power-Saver Inner-Seal. Its added power-jailing efficiency 


has enabled Winchester to step-up the guaranteed shelf-life of its standard size 


“D” (No. 1511) flashlight cell to 18 months ... 


This new Power-Saver Inner-Seal makes 
this remarkable step possible because it 
holds-in battery moisture much longer . . . 
retards loss of power from drying-out . . . so 
locks-in an additional 6 months of expect- 
ancy of freshness. 

This is big news for every flashlight user. 
To tell your customers about it, Winchester 
has prepared a high-powered advertising 
program for the coming big fall selling sea- 
son—distinctive in style . . . compelling in size 
of space . . . braad in coverage. 

Two-color half-pages will be used in LIFE, 
FIELD & STREAM, COUNTRY GENTLEMAN, 
PROGRESSIVE FARMER —all chosen for their 
power to carry this message to a vast audi- 
ence in primary flashlight and battery mar- 
kets. With a combined circulation of nearly 
6% millions per issue, they reach, on con- 


an increase of 50%! 


servative figuring, far more than double that 
number of readers. 

This advertising will start with the adver- 
tisement shown opposite, reduced, in the 
Sept. 29th issue of LIFE and a similar adver- 
tisement in October FIELD & STREAM, out 
in mid-September. It will continue through 
October and November, with similar smash- 
ing, attention-pulling copy. 

Get in on this outstanding opportunity to 
step-up your own flashlight and battery sales 
this fall. Draw to your store the response to 
this new battery service by tying up closely 
with this advertising program and by ag- 
gressively featuring Winchester Flashlights 
and Batteries. 

Be ready right at the start. Order TODAY 
from your Jobber’s salesman for early 
delivery. 


WINCHESTER REPEATING ARMS COMPANY 


Division of Western Cartridge Co. 


NEW HAVEN, CONN., U.S.A. 


1941 




















More Urgent 
than ever! 














Time was when a broken 
trap spring didn't mean 
much except to some 
discouraged trapper. 


But today— every ounce 


of steel must do a real 
job! 


BLAKE & LAMB Steel Traps 


For more than a hundred years, BLAKE & LAMB Steel Traps 
have enjoyed an unrivaled reputation for durability. Today, 
the longer lasting quality of the "Steel Trap of the Hardware 
Trade"'—is more important than ever. Today, the shortage i 
of steel will make replacements difficult—if not impossible. I 
Today—the wise retailer and the wise trapper will choose 
BLAKE & LAMB—the steel trap that will withstand the tough- s 
est going, under the severest of climatic conditions, through- ; 
out the entire trapping season. ; 





More BLAKE & LAMB are sold today than ever in trapping history! =. 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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REPUBLIC STEEL 
PRODUCTS FOR THE 
HARDWARE TRADE 


Steel, Copper-Bearing Steel 
and Rust-Resisting Toncan* 
Iron Pipe 


> 
~, 


Steel, Copper-Bearing Steel 
and Rust-Resisting Toncan 
Iron Sheets and Roofing 


Wire Fencing, Poultry Netting, 
Barbed Wire and Bale Ties 


Steel Fence Posts and Gates 
Wire Nails, Spikes and Staples 
Upson Quality Headed and 


Threaded Products 
Reg. U.S. Pat. Of. 


@ And yessiree, he’s profiting by it! 
He’s the hardware dealer who carries a 
full stock of Republic Upson Quality 
Bolts and Nuts. When customers come 
into his store, they get the item they’re 
after. He turns every call for bolts and 
nuts into a profitable sale. 

Yes, you can do it, too. The Republic 
Upson Quality Line includes 20,000 
headed and threaded products from 
which you can select a complete stock 
for your customers’ needs. Every item is 


(,.. WHEN IT COMES 
TO BOLTS AND NUTS) / 


He knows 20,000 ways to say, “Yes, we have it” 


accurate to size over head, shank and 
thread. Their full, sharp-cornered heads 
fit wrenches snugly—prevent slippage 
and skinned knuckles. They take heavy 
wrenching without breakage. Nuts fit 
uniformly and hold tightly. 


If you can give that kind of quality— 
Republic Upson Quality—to every bolt 
and nut prospect, you’ll get more sales 
and repeated profits. Put in a complete 
line of Republic Upson Quality products 
now. Call your jobber or write us, today. 


REPUBLIC STEEL CORPORATION 
Bolt and Nut Division: Cleveland, Ohio and Gadsden, Aiaboma 


Berger Manufacturing Division * Culvert Division ¢ Niles Steel Products Division 
Steel and Tubes Division * Union Drawn Steel Division * Truscon Steel Company 





REPUBLIC Yoson Qualily 


HEADED AND THREADED PRODUCTS 





Fair Days are Happy Days ay 
--and Profitable Ones Too! 
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See that stream at the 
faucet? Plenty of pres- 











—Secretary of Agriculture, WICKARD . 
We, in the grand old land of ours, are all engaged in one 


definite purpose - - to see that Miss Liberty’s torch sure there. Stop traf- 
does not go out. And every mother’s son has his place fic at your exhibit with 
in the scheme of things. Farmers will be required to in- a Myers Demonstration 
crease production. Lard, milk, butter, eggs, vegetables, Unit. There is a fasci- 


fruit, poultry, and meat will be needed in greater nation about running 
quantities. Dealers concentrating on the Myers line water. Capitalize 
are in an enviable position to meet the largely in- on the natural im- 
creased demand for Water Systems, Sprayers and other pulses created by 


Farm Operating Equipment which is bound to follow. action displays. 
Sell ‘em by show- 


ing ‘em. Write or 


THE F E. MYE PAS & BRO. co. wire for details. 
AbhLanda, Ohio 
M anufacturers of Farm Operating Equipment a Take then ge 


HAND SPRAY PUMPS - PUMP JACKS - COMPRESSED AIR SPRAYERS MYERS 
HAND WELL PUMPS - CYLINDERS - PUMP RODS - STORE LADDERS PS-CTER SVSTENS “HAY "OOOR HANGERS 
POWER SPRAY PUMPS - HAY UNLOADING TOOLS - DOOR HANGERS 
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AN AMAZING AMOUNT OF 
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GENUINE MASTER PIN TUMBLER 
SECURITY AND IT’S ONLY 











THIS 1S MY FASTEST 
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LAMINATED » WROUGHT STEEL © DOUBLE CASE 








Master Gives You More Than You See 


MASTER wrought steel padlocks are built to give 
the home-owned store unchallenged leadership in the 
low-priced field. They are quality products built for 
long use. . . colorfully packaged for quick sale... 
and economically distributed through your Jobber. 


MASTER LOCK COMPANY - Milwaukee, Wis., U.S.A. 














Worlls Leading Padlock Manufacturers 
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Man...you’re a seven-league jump ahead! 


HERE'S YOUR ]94] PROFIT LINE! 


-with SUPERFEX 


HEAT-DIRECTOR 


Tee Geest beaters ia the feld. 
Supertex Heat-Directer line. Finished ia 


field. Medel 1435, Nyse pen 
purcolaia ssamel. 


2201, new for 


MODEL 

1941. Ivanhoe Radi- 
ating-Circulating 
heater. Designed 
for et oe big 
volume business. 


MODEL 2205, new for 
1941. Ivanhoe con- 
sole heater. New 
features..new finish 
.-beautifully styled. 


*For anusual 
“tricky” room lay- 
outs, where free 
flow of circulating 
warm air is inter- 
rupted, a 3-speed 
blower is available. 


—Chosen by 85°/ of prospects in survey! 


When you have the goods cus- 

tomers want, then you have the 

best “makings” for profit. With 

Superfex, you have what they 

want! For in a f@cent survey, 85% 

of the interviewed prospects 

chose Superfex Heét-Director! 

Superfex won this overwhelming 

preference because — 

@ it's the only oil heater that gives radiant, 
circulating and directed heat that really 
warms the floor 

@ it spreads comfort without the added cost 
and extra operating expense of a blower* 

@ it burns cheap, high-heat No. 2 oil as 
well as lighter grades. 

There’s this extra advantage, 
too. Superfex is the only oil heater 
with shutters that direct heat 
down, to warm the floor. It’s a 
patented Perfection feature, backed 


by years of promotion, Customers 
know about it—and want it! 


MAKE THE MOST OF THIS YEAR'S 
HUGE MARKET! Increased earnings 
among people who have had old- 
fashioned heaters makes a huge 
market for modern, convenient 
ei Oil Heaters. 
rfex will bring you bankable 
oa ts — its proved dependability 
over 12 years is your guarantee 
against profit lost through servic- 
ing. Guard your increas- 
rofits—tie in with 
Perfection... the great- 
est name in oil burning 
equipment for the Home! 
. 


MODEL 730, new for 1941. One 
of 8 Perfection portable kero- 
sene-burning heaters. 





SUPERFEX and IVANHOE 


OIL BURNING HEATERS 


Che Hark 





of Quality 
PRODUCTS OF PERFECTION STOVE COMPANY, 7326-C PLATT AVENUE, CLEVELAND, OHIO 
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PLASTIC WOOD—the wood in cans or tubes that - O m4 Y O U J 


makes 1001 repairs—can mean extra business for you! 



















Practically every customer who enters your store is 
a prospect for PLASTIC WOOD. Mention it to 
every purchaser of tools, fixtures, paints, brushes, 











PLASTIC WOOD 
NATION-WIDE 
RADIO AND 

MAGAZINE ADS 


HELP YOUR SALES 
* 


DISPLAY P.W. 
—THAT HELPS, TOO! 


screws, nails, bolts, hinges, casters, locks, drawer 
pulls. The many uses of PLASTIC WOOD will 
make many extra sales—and because PLASTIC 
WOOD is priced RIGHT, every sale will be a 
PROFITABLE one! 


THE A. S. BOYLE COMPANY 


DISTRIBUTORS - JERSEY CITY, N. J. 


PLASTIC WOOD 
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Your only source of complete, authentic, 
easy to read information on all phases of 
Builders’ Hardware. 





The Official text book ofthe American Soci- 
ety of Architectural Hardware Consultants. 


Society's Insignia 


If you are one of the many hardware men whvu have always 
wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“TAKING THE MYSTERY OUT OF 
BUILDERS’ HAKRIWARE” is the book for you. 


You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 

s of sour community from the average h to schools, hotels, 
office building», churches, apartments, etc. 





You'll alxw be »hown how to read blue prints, and to specify jobs; 
how to work with property owners, contractors and architects; how 
to use Buiklers’ Hardware to increase sales in your other depart- 
ments. ‘This book will bring you all you need to know about this 
profitable, basic hardware line. 


The experienced Architectural Hardware Consultant will want this 
book for it» use as a handy reference work. The beginner will want 
it as a text book to use as the only complete home study course in 
this subject ever published. 


Your clerks, tuo, should have this new book. They will become 
more valuable to you and more valuable to themselves by reading 
and «tudving it, 





USE THE BOOK 
THE EXPERTS USE 


Everything You Need to Know 
About BUILDERS’ HARDWARE 


HOWARD MacCARTHY, Jr., president says: 
“It gives me great pleasure to advise you that the 
board of directors of the American 
Society of Architectural Hardware 
Consultants have unanimously voted 
to adopt Adon Brownell’s book ‘Tak. 
ing the Mystery Out of Builders’ 

Hardware’ as the official text 


book of the Society.” 





Here are some of the features and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8!/2 x 11'/2 inches— 

cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
and "follow-up" items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x 11'/2 inches, 
Glossary of more than 300 Technical Build- 
ers’ Hardware Terms, Cross Reference In- 
dex, etc. 





Over 600 Illustrations, Charts and Diagrams. 








ORDER YOUR COPY NOW 


Prepare yourself for the voppuertunities a 
thorough knowledge of Builders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS’ HARDWARE MEN ARE SCARCE. 


maATL THIS coupPpPon TODAY 


HARDWARE AGE 9-4 
100 East 42nd St., New York, N. Y. 
Please send me copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon B. 


Brownell. I will pay the postman 83 each, plus a few cents post 


(Canada and Foreign Countries $3.50.) 





NAME FIRM 
ee CITY 


ct 5 ... STATE is wes 


() Check here if you enclose payment, in which case we pay postage. 
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WS REO ANO WHITE BOX 
BRINGS A @IXIX> PROAT 


Bethlehem Bolts and Nuts are active workers in any hardware 





Bethlehem’ Bolts are | Machine 




















store, are a fast-moving part of any stock. What's more they packaged in rome on 
bring in a two-way profit. Poll Bae ga Carriage 
Profit {1. Those red-and-white labelled boxes, neatly stacked 

' ‘ . 4" upto}5” long | 4” long 
on your shelves, attract a customer's eye, remind him that he is” and 3%” up to| 54” long | 514” long 
may need bolts and nuts. fe”, 72” and 74” up to |374” long | 4” long 
Profit 42. He tries them, finds they are accurately manufac- is ei ai tial tac 

. ome long i 

tured, discovers how snugly the wrench fits the bolt heads. He the same attractive labél 


makes a mental note to visit you again when this supply gives 
out... “for more of these bolts in the red-and-white box.” 

A small outlay will set you up to get your share of this two-way 
profit. Get in touch with your distributor . . . today. 








BETHLEHEM STEEL COMPANY 
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BECAUSE MORE PEOPLE PREFER 
'G:E'MAZDA LAMPS 
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When you sell G-E MAZDA lamps in your store, you are simply following public preference for 
products that carry the famous mark of G-E quality. Forty-two years of national advertising have 
made General Electric one of the best known names in the world. That’s one of the reasons why 
more people prefer G-E MAZDA lamps than any other brand. Here’s how General Electric is adver- 


tising MAZDA lamps this fall: 


rRaDio—Every Sunday evening over the 
NBC Red Network, “The G-E MAZDA 
Hour of Charm,” with Phil Spitalny and 
his All-Girl Orchestra, is heard by hun- 
dreds of thousands of people .. . in 
fact, estimates indicate that 5,250,000 
families hear this popular program at 
least once a month! The “bulbsnatching” 
theme offers a ready means for drama- 
tizing the right sized bulb for better 
light-better sight. 





Maxine of the charming 
contralto voice. 


MAGAZINES—This year a total of over ~~ 


400,000,000 copies of leading mag- 




















== $3] 
azines will carry the G-E lamp and sacoten, 
lighting story. These magazines in- ee) fi 
clude: The Saturday Evening Post, 
Collier’s, Liberty, Look, True Story, and ; T 
This Week. Your store can make ad- Py 0 
vertising work for you by displaying 








the current ad along with your G-E ra] fo ee 
MAZDA lamp display. | =—— 











posters—Tying in with both radio and magazine advertising, 
General Electric this fall 
will use 24-sheet poster 
advertising in a nation- 
wide campaign on lamps 
and lighting. There will 
be three different posters 
on the boards in major 
cities beginning in Septem- 
ber and carrying through 
the important fall lighting 
season. 





G-E MAZDA LAMPS (i. 
GENERAL ¢ ELECTRIC 







DISPLAYS—The G-E MAZDA Lamp Dis- SOME oe 
play Service for 1941-1942 provides ’ 
G-Eagents with more window and point- ora, 
of-purchase displays than ever before. AGain, § 


Because surveys show that lamp sales go 
up when stores feature the 
national advertising, point- 
of-purchase pieces have been 
planned that tie-in with the 
regular magazine advertis- 
ing and 24-sheet posters. 

For further details see your 
G-E MAZDA lamp distribu- 
tor. General Electric Co., 
Nela Park, Cleveland, O. 


auy vous 
GE MAIDA LAMPS 





STOCK G-E MAZDA CHRISTMAS TREE LAMPS EARLY 
FOR EXTRA CHRISTMAS PROFITS! 
Get set early this year with a full stock of G-E MAZDA Christ- 


mas Tree lamps... the kind customers know they can depend 
on. They’re priced to sell fast, and at a good profit! 


OVER 12,700,000 ADVERTISING 
MESSAGES—To help you sell more 
G-E MAZDA Christmas Tree lamps 
than ever before, General Electric 
is advertising them in big, color 
ads in the Dec. ist Life, Dec. 2nd 
Look, and Dec. 20th Liberty...a 
total of more than 7,500,000 mes- 
sages. In addition they will be ad- 
vertised nation-wide to more than 
5,250,000 families on the G-E 
MAZDA Hour of Charm. 


i stay 
Iter Gorge 





brig 
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‘‘Timing’’ has become a tremendous factor 
in hardware store profits. 

Expert hardware merchandisers have learned 
it pays well to display and feature different 
AMERICAN CHAIN items in different seasons. 

Experience of many years has proved that in 
September and October, the ““AMERICAN’’-made 
chains listed below are popular sellers: 

Elwel Cow Ties . . . Tenso Cow Ties... Acco 

Repair Links and Assortments .. . Acco General 

Purpose Chains . . . Acco Proof & BBB Coil 

Chain .. . 2-O Tenso Well & Swing Chain, 250 

ft. carton ...Elwel Machine & Coil Chain... 

Tenso Halter and Dog Chains . . . Acco Log 

Chain . .. American Furnace Chain ... Ajax 

and Elwel Breast Chains... Anti-SpreaderChains 


Keen merchandisers know it makes selling 
easier if you can say your chains are made by 
AMERICAN CHAIN. That means quality, and 
quality is always an ace. 

But now quality buying is even more impor- 
tant. 

Quality buying conserves material—and it 
saves money through longer service. 

Check your stocks of popular AMERICAN CHAIN 
&e items today and when you are low, tell 
ma your jobber. 

Wy 7) 

i 


Wel ca 
AMERICAN ({ Webdless CHAIN 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE COMPANY, Inc. 
YORK, PENNSYLVANIA 


In Business for Your Safety 
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Customer 
Relations:— 


The next six months will prove 
the most trying period in the lives 
of present day business men. The 
pinch of the defense priority pro- 
gram is beginning to hurt. Threat- 
ened shortages are now develop- 
ing. Manufacturers are having 
difficulties with raw material 
sources on the one side and with 
their wholesaler-retailer customers 
on the other. The availability of 
priorities is as yet difficult to un- 
derstand. So is the procedure for 
obtaining ratings. It seems that a 
tremendous amount of extra, non- 
profitable bookkeeping is re- 
quired to even apply for priority 
numbers. Without such ratings it 
is difficult to get either raw mate- 
rials or finished goods in satisfac- 
tory quantities: The result is frayed 
nerves, angry words between 
buyer and seller and often a de- 
gree of unreasonableness that 
holds a threat for future business 
relations when conditions become 
more normal. In such a situation, 
business executives take the “acid 
test” to prove their fitness for 
their responsible positions in in- 
dustry. Whether your business is 
large or small—the problem is the 
same. The customer thinks he is 
being unfairly treated, neglected 
or discriminated against because 
the supplier prefers the large vol- 
ume defense orders. It takes mas- 
ter selling and the most intelligent 
kind of advertising to keep custo- 
mers sold on your firm, your prod- 
uct, your policies and your per- 
sonnel when in that selling and 
advertising effort you are not ask- 
ing for business. You are asking 
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customers to believe that you are 
doing your best; to realize that 
Uncle Sam has asked for your help 
—and is in a position and mood 
to demand it should such help not 
come voluntarily, and that, when 
and as you can, you will produce 
and ship the goods your regular 
customers require. So this is no 
time to curtail your selling or ad- 
vertising efforts. It is a time when 
your very best talents must be put 
into these two useful aids to pro- 
tect your business for the peace 
era that will come in the future. 
What you do now to keep your 
trade relations sympathetic will 
pay you large rewards in the more 
normal times that all of us hope 
for as soon as possible. 


Reckoning Day:— 


In all of life there is the inevi- 
table “day of reckoning” and to 
business firms that means success 
or failure when the shoe is on the 
other foot and the buyer is again 
in the saddle. Your position on 
shortages is probably identical 
with the situation faced by all of 
your competitors, whether you 
produce or distribute goods. It is 
not now a matter of availability 





but rather a matter of how you 
handle the difficulties that beset all 
business relations in the present 
period. If you restrict your sell- 
ing and advertising efforts, which 
produce and maintain your good 
will, you may lose in the long run 
to a competitor who handles the 
situation more gracefully and 
more thoughtfully. The war will 
not last forever, neither will the 
staggering demands of the Na- 
tional, Defense Program. There 
will come a period when materials 
and production will permit an ex- 
pansion of non-defense production 
without harm to the defense needs. 
It may come sooner than most of 
us now expect. And when that 
time comes there will be a scram- 
ble for the rebuilding of normal 
business relations that may have 
been partially disrupted in the cur- 
rent upset situation. It is then that 
the good selling and advertising 
you do now will pay dividends 
because good trade relations will 
have been maintained. 


Peace Aims:— 


Take a leaf from the notebooks 
of Messrs. Roosevelt and Church- 
ill.. When these two leaders of the 
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only remaining democracies met 
last month on the high seas what 
was the first joint statement is- 
sued? Was it a discussion of pur- 
suing the war? No—it was a dec- 
laration of peace aims—showing 
their vital concern in the interna- 
tional picture after the war has 
ceased and a keen appreciation of 
the then urgent necessity of trad- 
ing—of doing business. These 
heads of the two great democra- 
cies are not thinking of lessening 
the efforts to bring about a vic- 
tory, but they are giving thought- 
ful consideration to what must 
take place when that victory has 
been achieved. And so must busi- 
ness leaders. 


Coo peration Sanne 


The word “cooperation” has for 
long been grossly overworked in 
conversation and sadly under- 
worked in praetice-—but it is still 
a good word if taken literally and 
used with honest intelligence. This 
is surely a period when victory or 
defeat, success or failure will be 
governed by the degree and earn- 


estness of the cooperation that, 


takes place between producers and 
distributors. The raw material 
supplier asks the manufacturer for 
priority ratings or he cannot ship 
the materials. The manufacturer, 
in turn, has to obtain the same 
data from distributors or consum- 
ers, or both. Otherwise “critical 
list” materials will not be shipped 
and the goods cannot be fabri- 
cated. Admittedly the whole prior- 
ity situation is too complicated 
and causes endless confusion. It 
will be simplified—but in the 
meantime, complicated or other- 
wise, the priority system must be 
observed and the sooner distribu- 
tors stir themselves and obtain 
priority ratings, where available, 
the better are their chances of get- 
ting the goods. Many sales made 
by both wholesalers and retailers 
are actually connected directly or 
indirectly with the Defense Pro- 
gram and can be included under 
the preference system set up by 
OPM, but it is not automatic and 
vou do have to make application. 
Broadly speaking. form PD-1 is 
the customary vehicle and is avail- 
able from the Office of Production 
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Management, Washington, D. C., 
and also from OPM branch offices 
listed under OPM in Boston, New 
York City, Philadelphia, St. Louis. 
Chicago, Denver, Pittsburgh, Dal- 
las, Detroit, Atlanta, Cincinnati, 
San Francisco, Seattle, Kansas 
City and Los Angeles. 


InE very Issue:— 


Every issue of HARDWARE AGE 
will contain the latest and most 
authentic data on priorities, short- 
ages, etc.—reported as fully and as 
simply as the editorial staff can 
report it. This kind of informa- 
tion is difficult to get, hard to 
understand and is not always satis- 


factory—but such data as is avail- 
able will be presented promptly, 
completely and accurately—every 
other Thursday—in each issue. 
Our readers are especially urged to 
read thoughtfully the “Washing- 
ton News Reel,” the news pages, 
the market report section entitled 
“How’s the Hardware Business?” 
as well as editorial comments on 
these pages and any special or fea- 
ture articles dealing with priori- 
ties and the Defense Program. In 
all of these departments, of every 
issue, there will be helpful infor- 
mation which you will all require 
in order to cope with the con- 
stantly changing conditions, rul- 
ings, etc., that are an inescapable 
part of doing business today. 








Basic and Armband Insignia for V olunteer 
Workers in National Defense 
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ANNOUNCING 
THE WINNERS 


in the 


PLYMOUTH 


ist PRIZE..........----$90 CASH 


J. H. Croll Hamburg, N. J. 


ond PRIZE.......-------$25 CASH 
Mark H. Kennedy Wheeling, W. Va. 


3rd PRIZE.........-----$10 CASH 
H. J. Shambaugh Dillsburgh, Pa. 


7 PRIZES—one Plymouth Salesmaker (or 
to those who have this outstanding merchan- 
diser, $7.50 cash) to each of the following 


contest entrants: 


J. Ralph Chapek.......-- Santa Paula, Calif. 
Arthur H. Van Voris.....- Cobleskill, N. Y. 

L. D. Criswell......-esee- Warren, Pa. 

Joe Shapiro.....+---++++s San Antonio, Tex. 
B. W. Underrinner......-- Mount Carmel, Ill. 
J. Milton Lotsey....---++- Philadelphia, Pa. 

F. C. Nolting......+-+++++ Elgin, Illinois 


HONORABLE MENTION 


Since there were 41 very close runners-up, all 
of whose entries contained extremely valu- 
able suggestions, we are printing their names 
right alongside the winners. The following 
will receive a special little surprise gift, in 
recognition of their efforts: 


M. C. Ayle..... Peetz, Colo. S. Glick. .....++ Newark, N. J. 

M. L. Blough. . .Goshen, Ind. C. Gustafson. ... West Shokan, N. 7. 
J. T. Cecil...... Bristol, Tenn. J. N. Hayter. . .. Atlanta, Illinois 

J. H. Chandler E.B. Henderson. Greenville, Miss. 

& Son, Inc... . Newton Centre, Mass. W. E. Hibbard. .Manchester, Conn. 
T. De Garmo. . . Babylon, L. I. D.M.Johnson. . Nanuet, N. | a 
W.H. De Pauli. White Plains, N.Y. Jewel Kidd..... La Grange. Georgia 
E.Y. Dunnavant. Richmond, Va. C. J. Kleinhans. Campbellsport, Wis. 


L. K. Fosler. . . . Missouri Valley,lowa C. G. Koehler. . Reading, 


Owenhouse Hardware Co. 
Bozeman, Montana 
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Thanks for the 
help, Gentlemen .. 


When we ask : 
ed for ideas on how to ; 
pew 1942 model Salesmaker, we frankly ded .°° 
w what to expect. . ankly did not 
Respond you did, i 
f you did, in very sati 
and with great intelligence and t 


received many “ 
iny splendid id 
and promotional. rete 


Choosin : 
the win 
foams on & the ners (announced on thi 
fair pee pnp ny difficult. We have tried oe 
> Outside judges w e 

s who selec t 
Bettye arhcce way blesed. selected the win- 


You did a grand job, one hun 


sfactory numbers, 
thoroughness. We 
both mechanical 


dred percent good, 
u. 





Also, thanks for 
the hice things 
you said: 


Below are reprinted some 
of the comments made by 
dealers who already hav 

Salesmakers: 5 


es 
It attracts sales unto it- 


self... Positively.” 
* 
“The Salesm i 
100% asis...” sities 
. 


+++ Many times it has re- 
minded our Customers of 
their rope needs, and 
saved us time in handlin 
of rope, and most leans. 
tant of all, has increased 
our sales considerably.” 


Really we believe it is 
Just about perfect as it is.”” 
€ 


_: + very well satisfied 

with the job it ji i 

—? is doing 
” 


ETC., ETC., ETC. 


an 
d we are grateful to all of yo 


tom 
reedy te deliver 
PLYMOUTH Rope 


Stor eHele measered 



































PROVING THIS OFF 
ER 
IS BETTER THAN EVER: 


20% 


INCREASE GUARANTEED 
or your money back 
That applies only to rope 


oe ‘our rope profit is in- 
ased far more, due to add- 


dispenser. 


ed selling efficiency of the 





Ohio 


J. F. Laker...... Bridgewater, Mass. 
A. Leutheuser...Somerset, Mich. 


Ludolph. ..Chicago, Illinois 
Lyon..... East Setauket, N 
McNeal... Fairfax, Missouri 
Meisinger. Otis, Kansas 
Merrell, Jr..Lima, Montana 
Mirabella. . New Rochelle, N. Y. 
L. Murrie. . . Russell, Illinois 
O'Connor. . . Tonawanda, N. 


etch tle Ke 


.E. 
.H 
W. 
J. 
M. 
* 


Petersen .. W.eyauwega, Wis. 


MOORS 


i 
“H 


L. F. Rauch..... Jenera, Ohio 


eensmeyer Hercneees Park, N.J. 


. W. Rhodes. . Janesville, Wis. 

. Sargent. ..Groton, Mass. 
Schoechert. Watertown, Wis. 
Stanley, Jr.. Miami, Florida 
ussman....Mt. Vernon, N. Y. 
W. Urban.... Winslow, Neb. 

WwW 


ote err 4 


-H 
B. E. 
.M. 
.s 


Veidner..... Evansville, Ind. 
Weinstein. .. New York, N. Y. 
R. Wilkinson. Palatka, Florida 
. L. Wilson. ... New Canaan, Conn. 


>pros 









Wg 


en ratings are governing the 

distribution of many raw materials from which 
hardware store merchandise is fabricated. 

The long threatened and partially expected 
“all out defense economy” is making itself felt 
through a wide variety of shortages, delays and 
incomplete shipments of goods to both whole- 
salers and retailers. 

The combination alphabetical and numerical 
designations given to priority request forms are 
becoming more complicated each day. 


OFFICIAL determination that “defense comes 
first” increasingly worries those whose major 
business is the production and distribution of 
civilian goods made from materials that are 
prime requisites for the defense program. 

Practically all metals are either on or headed 
for the so-called critical list and are being 
“priority rated” accordingly. 

As a major part of hardware store merchan- 
dise is made of metal, the threat to wholesale 
and retail hardware firms is serious. 

Aside from any patriotic impulses, manufac- 
turers, whose facilities are useful for defense 
production, have no choice but to concentrate on 
making defense equipment. 


MOST of these manufacturers are futilely 
imploring wholesalers and retailers to secure 
priority ratings for that part of their require- 
ments which will be sold for direct or indirect 
defense needs. 

If obtainable, such priority ratings would en- 
able factories to produce needed merchandise 
for both defense and non-defense needs with 
great emphasis on the proportion required for 
defense. 


24 














Hardware wholesalers and retailers find it 
difficult to obtain, as yet, satisfactory priority 
ratings, and many are belligerently berating 
producers because those firms are requesting 
them to obtain priorities. 

Many distributors accuse factories of wil- 
fully shunting aside civilian need orders in 
favor of government orders, or orders con- 
nected with defense requirements. 


SOME distributors openly threaten reprisals 
against factories on that happy and peaceful 
day when defense requirements are no longer 
so pressing and exacting. 

They say when the buyer is again in the sad- 
dle, and of course he will be some day, fac- 
tories which were slow in making non-priority 
deliveries in these difficult times will not enjoy 
the patronage they once enjoyed. 

This attitude, although grossly unfair, is 
perfectly understandable and represents a very 
human reaction. 

No sane manufacturer will intentionally 
jeopardize his daily bread and butter custom- 
ers of long standing for the very temporary 
sweets of heavy defense orders, and all would 
gladly fill normal requirements in addition to 
official needs were this entirely possible. 


A FURTHER threat to the availability of 
many hardware items, not essentially needed 
for defense, is the Washington plan for a “met- 
al census.” 

This suggests that even the manufacturer 
with a surplus of metals, acquired some months 
ago to avoid shortage conditions for regular 
customers, may find part or all of his metal 
supply commandeered for the defense program. 

Substitute materials, and perhaps rather 


HARDWARE AGE 


Melee de 


oe 


By ais} 


SOF 


anc LE SI ENE? 4 ING g 


a Wea es 


aaa or ABI hes + 






ae 


A hy it Sei, 


e mieet pw ae 


a 


th apo 
IED Mrget 


EME 


he va 





Biss 


‘radically different kinds of goods, may allevi- 


ate the condition for the hardware trade. 

Toward this end, many factories are striv- 
ing and hopefully expect to offer some specific 
relief at an early date. 


T HE various trade organizations, serving re- 
tail, wholesale and manufacturing interests in 
the hardware field, are holding individual and 
joint meetings to find some solution to this 
problem. 

The problem of producing urgently needed 
defense equipment is so acute and so tremen- 
dous that it staggers all normal comprehension 
of quantities and varieties. 





N interesting development inspired by 

shortages and threats of further short- 
ages in hardware lines is this newspaper 
advertisement of Nagell Stores, Inc., oper- 
ators of three hardware stores in Minneapolis, 
Minn. Although it is unlikely that this move 
by Nagell’s will be generally followed in 
hardware circles, this advertisement and the 
comments received from H. S. Smeby of this 
company are certainly newsworthy. Mr. 
Smeby writes 

“Nagell’s Stores, Inc. have in their many 
years of business, carried only that mer- 
chandise relating to a hardware store; that 
is, tools, hardware, paints, electrical appli- 
ances, housewares and sporting goods. I 
am sure almost everyone realizes the diffi- 
culty in obtaining different lines of mer- 
chandise due to the government’s new de- 
fense projects. 

“In order to keep our business up to the 
same or even greater level, we have added 
new specialty lines of merchandise. Al- 
though, at present, we have merely the 
foundation of our new venture it won't 
be long before our complete line will be 
available to the public. 

“We have remodeled a portion of the 
store suitably to accommodate the new 
lines. This space has always been more 
or less inactive compared with the other 
parts of the store and we feel that the new 
set-up, if properly displayed, will be ad- 
vantageous to that particular space and, of 
course, the entire store. 

“Within two weeks’ time, we expect to 
have a complete delicatessen line, the finer 
canned meats, fish, soups, etc., along with 
popular priced canned goods, such as peas, 
beans, corn and the like. We are also in- 
stalling a complete gift item department. 
Hardware stores have proven that they 
have a wonderful selection of items for gift 
purposes, not only for the holidays, but for 
birthdays, showers, parties, anniversaries, 


Se api en ee 


etc. 

“We believe we are the first regular hard- 
ware store to step out of line on such a 
large scale, and we believe there are great 
possibilities along this line, not only with 
— products but many other specialty 
ines.” 
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The official “‘defense first” attitude in Wash- 






ington transcends all consideration of costs, in- 
conveniences and effects on non-defense activ- 


ities. 


This attitude is so uncompromising that ac- 


(Continued on page 76) 
* * * 


Watch 
WASHINGTON NEWS REEL 
in every issue! 

In this issue on page 31 


* * * 
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NAGELL STORES, rvc. 


Aunounce a 
New Merchandising 
Policy 


We are experiencing an ever-increasing diffi- 
culty in obtaining shipments of many items of 
merchandise, such as hardware, tools, alumi- 
num ware, paints and other lines now being 
used by the Government in its vital defense pro- 
gram. 


In order that we may better serve our valued 
customers and at the same time retain our sales 
force on a full-time working basis, we are add- 
ing new specialty lines to our regular hardware 
merchandise, 


These new lines include finest grade canned 
re ———« Sgn and fish, fruits, preserves 
Jeilies, etc., with many additional it : 
added in the near future. eet 


The Nagell Policy of selling only Quality 
Merchandise at Moderate Prices will be 
continued, same as in the past. 








Samples of Nagell's New Specials 


Sanapers Brand Sardines A Delicious 

F ish Balls In Mustard Sauce Orange 
ree termed | eee eee mated Cet 
Many ways to prepare fornia Oranges. 


par 
them and how delicious! 


Sect” = 





3 Cans, only 83 
Limit, 3 cons, please 


DELIVERIES MADE WITH ONE DOLLAR 
PURCHASE OF OTHER MERCHANDISE 


ters off the coast of 
Maine. 


spect” = 13° 


3 Cans, only 33¢ 





coaies Spiele 15° 
(9 Quer}, only QE 


te oetlene), only 1-95 
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Send us ideas that have 
produced results in your 
store. You receive $1.00 
for each one published. 


Overcoming Objections 
to Price 


Hi on to make a 


sale when the customer brings up 
an objection to the price of the 
article is a subject that will be of 
interest to every salesperson in 
the hardware store. 

And every member of the Club 
will, no doubt, have some per- 
sonal experience to contribute in 
answer to this question selected 
for the September Idea Contest. 
Read this question carefully and 
send in your sales experience in 
answer to it. 

This discussion should be one 
of the most interesting so far. 
Practically every retail hardware 
store employee has had some 
experience in overcoming — the 
customer’s objections to price and 
in some cases has had success in 
making the sale. When you have 
had success in such an instance 
set down the circumstances on a 
postal card or letter and send it 
in for this contest. You may win 
one of the major prize awards or 
secure honorable mention in which 
case you would receive $1.00 for 
your trouble. 

Other members of the club will 
benefit from your experiences in 
this type of selling. 


Foreign Membership 


The membership roster of the 
Harpware AcE Retail Sales Idea 
Club is fast taking on an inter- 
national character. Many foreign 
members have been registered and, 
although it is rather 
difficult for them to 
take part in some of 
the monthly con- 
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tests. we hope they will send in 
ideas which they have used suc- 
cessfully in their business. 

During the past week member- 
ship certificates were mailed to 
Bryan Hennessy, New Ross, Ire- 
land; Victor M. Benavides, Jr., 
Benavides Hardware, San Jose, 


Costa Rica; N. Borgerth, Rio de 


Janeiro, Brazil, and to John Theo- 
dore Dunn, Purvis Stores, Mor- 
well, Victoria, Australia. These 
hold the distance records at the 
present time. The club also has 
a large number of members in 
Canada and in many of the terri- 
torial possessions of the United 
States. 





SEPTEMBER IDEA CONTEST 


QUESTION FOR THE MONTH 


Tell us of a sale you made in 

which it was necessary to over- 

come a customer’s objection that 
w your price was too high. 


Submitted by 


member Raymond St. Pierre. 


LaFleur’s Hardware, Chicopee, Mass., who has 
received a check for $1.00 for the use of this 


question. 


WIN EXTRA MONEY—SEND IN YOUR IDEAS! 


Harpware Ace: will pay $5.00 to the member submitting the best 
answer to this question; $3.00 will be paid for the second best answer; 
$2.00 will be paid for the third. $1.00 each will be paid for all other 
ideas published even though these do not win one of the three major 


prizes. 


Entries must be received not later than September 22nd. Winners 
will be announced on the Retail Sales Idea Club pages of the October 
30th issue of Harpwace Acer. In case of ties, duplicate prizes will be 
awarded. Decisions of the editors will be final and all material sub- 
mitted becomes the property of Harpware AGE. 


FIVE SIMPLE CONTEST RULES 


1. Just write your ideas and/or answer to 
this question, preferably on a penny postal 
ecard (letters may be submitted) and mail to 
Hanowark AGE Retail! Sales Idea Club, 100 
EK. 42nd St., New York. N. Y. More than 
one entry may be submitted, in which case 
use separate postal card for each. 

2. Write your own name and address on 
the eard (or letter), as well as the name of 
your company. 

&. Be sure to write the name of this con 
test “SEPTEMBER IDEA CONTEST’'’—on 
the card (or letter). 

4. Only individuale who have registered 
for membership in the Harpware AGE Retail 


Sales Idea Club are eligible to participate in 
this contest. If you are not a member, you 
can become one by simply filling in the regis- 
tration form shown on these club pages and 
mailing it to the Club. There is no cost 
for membership. 

5. Answers to questions will be judged 
solely on the value of the idea or suggestions 
presented. Be brief and to the point. Pen- 
manship, form, or method of expression are 
not factors of the contest. Answers type- 
written on postal cards will be appreciated 
but are not required. However, if answers 
are submitted in another form this will not 
influence the decision of the judges in any 
way. 
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Use the pages of the Re- 
tail Sales Idea Club to 
exchange successful 
ideas. You receive $1.00 
for each one published. 


FOR EACH OF THESE * * I D E A S & % $1.00 WAS PAID 


Offers a 
Get-Acquainted Gift 


“This card is mailed to all 
newly married couples, all people 
who have moved to new homes or 
new addresses in our city and to 
newcomers to the community. 
The results from this invitation to 
come to the store and secure extra 
keys for the home or apartment 
have been exceptionally good. 

“The cost is not great and 
enables us to establish contact 
with new customers as soon as it 
is possible. 

“Lists of new residents and 
changes of addresses of old resi- 
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Bring this card and your Pattern Key to our Store. 
You will receive two Duplicate Keys . . . as-cur 
Special Get-Acquainted Gift for use in the locks 
of your new home. 
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This card tells its own story. 


dents are secured from lists pub- 

lished by the local business men’s 

association each week.” 
MarcareT L. VOLLMER, 
Lyle A. Zeigler Hardware, 
Division of Ace Stores, 
Elgin, Illinois. 


Display Sells Floor Wax 
and Related Items 


“We maintain a table display 
of floor wax, polish, and mops of 
various kinds in the front of our 
store most all the time with the 
result that sales have increased 
continually on this line. 

“Occasionally it is necessary to 
move this display to the rear in 
order to show more seasonable 





The display that built sales. 


goods. Sales on this merchandise 
drop off immediately. 

“Mass displays, usually of the 
faster moving items, are set up on 
the ends of the table. These are 
changed occasionally, since many 
items on this table can be shown 
in this manner with excellent 
résults.” 

A. J. Baker, 
Holston Hardware Co. 
Bristol, Tenn. 


Sells a Home 
“Winterizing” Service 


“We promote a home ‘winter- 
izing’ service each fall. This in- 
creases volume through the charges 
for this service and by the addi- 
tional sales of merchandise which 
always result from this check up of 
the customer’s home. 

“The ‘winterizing’ service con- 
sists of a number of jobs that the 
store performs for a set fee. For 
example, storm windows are in- 
stalled for a charge of 35 cents 


under this service. Sealing the 
flashing around the chimney costs 
the customer $3.50 for most aver- 
age size houses. Many other small 
jobs are included in this service. 
“As the workman goes over the 

home, many other small repair 
jobs that need to be done are 
found. These are brought to the 
customer’s attention and in the 
majority of instances the extra 
work is ordered.” 

D. S. MacGLasHan. 

MacGlashan Co.. 

Darien, Conn. 


Members From Abroad 
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Four registration cards for mem- 
bership in the Hardware Age Re- 
tail Sales Idea Club received re- 
cently from far 
away lands is proof 
that this club en- 
joys an internation- 
al character. 

















Honorable Mention 


Awards from the July Idea Contest 


The judges award the rating of Honorable Mention and a 
payment of $1.00 to the following contestants whose entries, 
though not winning one of the major prizes, were considered 


worthy of publication. 





JESSE L. HOWLAND, Plain 
City, Ohio, says: 


I should ask my employer why 
he had chosen his special lines for 
sales. I should try and have him 
know of my interest in their sale 
and to have him use his influence 
with factory salesmen toward the 
end that they would give me the 
benefits of their knowledge in sell- 
ing the particular product. These 
personal contacts are far superior 
to any studied tracts. Furthermore 
they are inspirational and encour- 
aging. 

xk kw 


IRVING LASHINSKY, Os- 
offs Hardware, Omaha, Ne- 


braska, suggests: 


1—Wait on all the customers 
you can. 

2—Keep memorandum booklet 
of prices of stock you cannot re- 
member. 

3—Unpack as much incoming 
goods as possible. 

4—Study catalogs, read Harp- 
waRE AGeE, and other pamphlets 
and literature. 

5—Build window and counter 


displays. Keep a booklet in which 
to write down your original ideas 
for future displays. 

6—Write yourself notes on jobs 
coming to your mind. Make your 
work your play. 

7—Home study on salesman- 
ship, and hardware books, and 
competitive advertisement. After 
nine months work after school, I 
now receive $23.00 weekly. The 
above recipe will work. 


2 2 2 


H. M. DOUGLAS, W. H. 
Douglas Hardware, Commerce, 
Texas, writes: 


1—Study “Taking the Mystery 
Out of Builders’ Hardware” and 
practice these helps. 

2—Know your competitor’s ma- 
jor articles better than he does. 

3—Study your customers. 

4—Have attractive show win- 
dows. Make the windows your 
silent salesman. 

5—Cooperate with your local 
credit bureau. 

6—Don’t misrepresent anything 
—don’t lie to cinch a sale. 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


REGISTRATION FORM 


Just Register—Paste Coupon on Penny Postal Card—Mail Today 


ROY SEWELL, Wm Cameron 
& Co., Inc., Kaufman, Texas, 
offers these suggestions: 


Study the answers that will 
be published on the club pages of 
HARDWARE AGE, and study your 
merchandise. You can get the 
best of selling tips from Harp- 
warRE AGE, and if you are a stock 
keeper or in charge of deliveries 
you have an excellent opportunity 
to become familiar with hardware 
merchandise. Get all the materials 
the manufacturers publish on 
their products and really learn it. 
A man who knows his merchan- 
dise can sell it and can develop 
into a good salesman. 


= 2 @ 


R. P. LEWINE, J. M. Baer 
Hardware, Tyler, Texas, says: 


Follow these rules: Know your 
stock well. Keep posted on the 
new things that are being made 
which will interest your customers. 
Know your customers by name 
for there is a warmer welcome to 
the customer when he is addressed 
by his name. Remember where he 
lives so that when he telephones 
for an item and wants it delivered 
right away you can do it for him. 
Do not be afraid to shake hands 
with your customer. He has a 
dollar to spend and your boss 
wants it. The boss will have his 
eye on you for a better position 
with more pay at a future date. 


Copy this form on a penny 
post card if more than one 
form is necessary. 
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HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retail Sales Idea 
Club. | am a reader of Hardware Age and would like to take part in the activ- 


ities of this club, as often as | can. | U S E T H l S 
Name ! F 0 R M T 0 
9 ma 7 REGISTER 


City State 




































| am submitting the following question or subject as worthy material for dis- 
cussion by this organization. 
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where R.E.A. power lines are being 
installed, is the sale of a water sys- 
tem or an electric pump. So says 
Fred Pierson, manager of the 
Fremont Hardware Co., in Fre- 
mont, Ind., a town of approxi- 
mately 800 population. 
“However, if you want to sell 
this electric equipment in a rural 
section,” says Mr. Pierson, “keep 


your mail order catalogs handy, 
know the competitive lines, and, 
most of all, be thoroughly familiar 
with your own goods. 

“Last fall the sale of a new elec- 


Sell the Water 





and platforms at 
the rear of the 
store. All units can 
be demonstrated to 
patrons 


tric pump for $65.00 started what 
finally ended as a $350.00 pur- 
chase. One of our oldest custom- 
ers, a confirmed mail order buyer 
on major items, asked us if we 
could sell her an electric pump at 
the catalog house prices. Prices, 
mechanical features, size and ca- 
pacities were carefully compared 




























System First! 








and we proved that quality for 
quality she could save a little 
money by buying our equipment. 
I also stressed our prompt service 
and quick repairs in case of need 
and these were the final points 
that sold the pump. 

“Then we suggested that the 
customer should have a sink and 
cabinet, with running water in the 
kitchen. That Was exactly what 
she wanted and we sold her one 
out of stock. When these were in- 
stalled, she was so delighted that 
right away she ordered a set-in 
bath tub, lavatory, toilet, septic 
tank, and sewer pipe fittings. 

“The price question came up 
again on the sale of the plumbing. 
The mail order price on toilets 













Window displays are used in season 
to show related items as well as 
pumps and water systems in stock. 
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seemed to be very low until refer- 
ence to the catalog revealed that 
the price the customer had in mind 
did not include the cost of the 
toilet seat. When the essential ex- 
tras were added, our prices were 
as low or lower for comparable 
sizes. 

“In a small town in a rural sec- 
tion, price is usually an important 
factor. We find it advisable to 
carry two quality pump lines in 
stock. These manufacturers adver- 
tise extensively in farm and trade 
journals and the farmers know 
quality and have their preferences. 
This also cuts down sales resist- 
ance. We also sell price pumps 


and water systems, if the customer 
cannot afford the better grade or 
wants to limit the investment in 
this equipment for some reason of 
his own.” 

This company installs no plumb- 
ing or water system equipment. 
However, arrangements have been 
made with a local plumber to 
handle this type of work where 
the customer wants it installed. 
The customer can pay installation 
charges direct or the hardware 
firm will bill for the completely 
installed job and then pay the 
plumber. This arrangement works 
out satisfactorily for everyone con- 
cerned. 


Simplified Display Helps 
Select Items They Cannot Name 


ANY people have difficulty in 

identifying electrical supply 
items by name and, because of this 
fact, the Bunting Hardware Co. of 
Kansas City, Mo., has a simplified, 
easy-to-examine display of this type 
of merchandise in its main store. 
M. J. Estes, advertising manager of 
the company, says, “With this set-up 
customers can handle each section of 
the display and make their own se- 
lections as they do in a va iety store. 


New items are always being added in 
this part of a hardware store and 
many of them are things which a 
customer cannot always correctly 
name or describe.” 

Each individual compartment in 
the display can be completely re- 
moved from the table so that it is an 
easy matter for customers to pick up 
the trays and closely examine their 
contents. The sections are made of 
14 in. plywood and inexpensive wood 


“Whenever the master plumber 
brings prospects for this merchan- 
dise to the store and a sale is made, 
we pay him a 5 per cent commis- 
sion,” says Mr. Pierson. “Suit- 
able credit terms can be made 
available to well rated customers 
for major installations and these 
arrangements are made through 
the local bank. 

Newspaper and direct-mail ad- 
vertising and promotion pieces on 
these lines are directed toward get- 
ting the woman customer into the 
store. They are the ones who want 
modern home appliances and other 
conveniences that electric pumps 
and water systems make possible. 


Customers 


and have a base, back and left side. 
Switch plates and other bulky arti- 
cles are displayed together, with 
price cards giving the names of the 
items on a wide panel at the top of 
the display. Each tray or compart- 
ment also bears a card giving the 
item’s name, price and other impor- 
tant data. This display aids people 
in identifying what they are seeking 
and it has also been responsible for 
creating numerous impulse sales. 





This built-up display of electrical sundries helps many customers select 
items they cannot name. Cards indicate the name, price, size and capacity. 
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FACED with a production cut of 
50 per cent in refrigerators and 30 per 
cent in washing machine output, manu- 
facturers have protested to OPACS on 
the proposed reduction, and threaten 
to take their case to OPM where they 
feel they will receive more sympathetic 
treatment. The curtailment program, 
expected to be worked out on a quar- 
terly basis, was tentatively proposed by 
OPACS in an effort to save 11,000,000 
tons of sheet steel. 

Price Administrator Leon Henderson 
has gone on record as favoring full pro- 
duction for refrigerators, washing ma- 
chines and other household products, 
but insists that material shortages 
make this impossible. His aim is “an 
equitable distribution” of the residual 
supplies of strategic materials among 
competing demands. 

x wk 


NOT SO MANY MONTHS AGO, 
defense experts were urging industry to 
substitute plastic for metals where pos- 
sible. The latest word is that. supplies 
of both formaldehyde-phenol plastics 
and glacial acetic acid, prime raw ma- 
terial for acetate plastic, are running 
low and that a shortage is imminent. 
OPM forecast: Retailers in months to 
come will find it increasingly difficult 
to replenish their stocks of novelty 
goods made of plastics. This is the 
result of a recent OPACS allocation 
program setting up essential, less essen- 
tial, non-essential and non-defense clas- 
sifications. 

x k 


THE SPECIAL Republican com- 
mittee studying the defense problems 
of small business plans a personal sur- 
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By L. W. MOFFETT 


Washington Representative 
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vey of business conditions. Chairman 
Halleck, Republican of Indiana, has 
sent word out that 20 members of his 
committee, all Republicans, will call on 
managers of small businesses and 
otherwise make personal investigations. 

The committee’s assignment is to find 
out why “thousands of small firms are 
being driven to the wall for want of 
essential materials.” 

x * 


A $2,000,000 INCREASE in FHA 
insurance for defense housing, approved 
by a Senate banking subcommittee, is 
described by Senator Taft, Republican 
of Ohio, as “utterly inconsistent” with 
the Administration’s plan to curb in- 
stallment sales of refrigerators, stoves 
and other durable goods going into 
houses. 

Federal Housing Administrator Ab- 
ner H. Ferguson calls the Senator’s 
argument inconsistent. “New homes do 
not have the same inflationary effect as 
buying automobiles, refrigerators and 
other durables,” is Mr. Ferguson’s ex- 
planation. 

xk 


THE ADMINISTRATION’S DE- 
CISION to curb installment credit 
through existing law represents a vic- 
tory of the Eccles school of thought. 
Some New Dealers preferred a credit 
control provision in the price control 
bill, but Chairman Marriner S. Eccles, 
of the Federal Reserve System, thought 
that powers delegated to the President 
in the defense act of 1917, implemented 
by the state of emergency declared by 
the President in May, would be ade- 
quate. Mr. Eccles won. Proponents of 
new statutory credit control gladly suc- 














SOC 


REEL 


E000 npDg 


cumbed to the Eccles proposal after the 
price control bill showed signs of fac- 
ing rough handling in Congress. 

x «ee 


CHANGES TO LOOK FOR in 
the Administration price control bill: 
Machinery by which more elaborate 
review of price orders would be as- 
sured; a definite limit on the time 
during which the powers conferred 
would remain effective; a _ five-man 
board in lieu of the one-man control 
exercised by Leon Henderson as OPACS 
administrator; and perhaps (although 
this seems less likely in view of Ad- 
ministration opposition) an increase to 
120 per cent of parity price on the 
permissive rises on five basic farm 
products. 

If Congress gives the right-of-way to 
the five-man board proposal, it may 
throw cold water on Mr. Henderson’s 
aspirations by stipulating that the chair- 
man be elected by the five-man board. 
This would take from the President’s 
hands the chance to name Mr. Hender- 
son as chairman. 

i 


THE RIGORS of seven days of 
questioning before the House Banking 
and Currency Committee would be a 
strain on most people. Mr. Henderson, 
already overworked and showing the 
strain of OPACS duties, found time 
while he was still testifying on the price 
control bill to handle a few details on 
the side. He warned prospective Wash- 
ington conventioneers to stay away 
from overcrowded Washington hotels 
for the duration; he testified before an- 
other Congressional committee on the 
proposed new St. Lawrence Seaway; 
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he took a hand in taxicab and restau- 
rant facilities in Washington. 

“You haven't got nearly all of them,” 
Mr. Henderson said after Representa- 
tive Walcott of Michigan attempted this 
summary of recent maneuverings of the 
OPACS generalissimo. 


s @ @ 


A NUMBER of trade associations 
have prepared legal memorandum on 
the Administration’s price control bill. 
Few if any are disposed to challenge 
the constitutionality of the law. 


x~x*«n* 


SAYS the Retailers’ Advisory Com- 
mittee of Mr. Henderson’s presentation 
before the Banking and Currency Com- 
mittee: 

“From the historical standpoint his 
case is beyond controversion. Great 
masses of hitherto unprocessed raw sta- 
tistics have been refined. The historical 
matter put in the record constitutes a 
source of unsurpassed information on 
prices in the World War I period. 


x*«* 
OIL COORDINATOR ICKES’ 


7 o'clock gasoline curfew and his 
threats of ration cards and gasless Sun- 
days, have prompted some retailers to 
voluntarily eliminate special truck de- 
liveries. Overlooked by Mr. Ickes in 
his zeal is the Interior Department’s 
own United States Travel Bureau whose 
job is to “encourage, promote or de- 
velop” travel. The Ickes’ travel bureau 
originally operated with emergency 
funds but more recently became legiti- 
mate by Act of Congress, is now for- 
tified with a $75,000 appropriation. In 
one of the bureau’s latest bulletins, 
issued in the interest of stimulating 
more travel, it lists festivals, exposi- 
tions, conventions and sports events, 
many of which will be held along the 
Eastern Seaboard where Mr. Ickes has 
cracked down on gas consumption. 


x**k 
NEW DEALERS aare rolling up 


their sleeves to make America over after 
the war. Of course, the shock troops 
of social and economic planning never 
have been demobilized, and long-range 
planning is by no means a new experi- 
ence for them. But never during the 
past eight years have fields been so 
fertile for New Deal theories to take 
root as they will be in the post-war era. 


xk 


EVEN A TOP-SOIL THINKER 
can see that industry will be emerging 
from the stupor of stringent govern- 
ment controls imposed by a wartime 
economy, that the country will abound 
with excess plant capacity much of 
which will be in government hands, 
that a dislocated and decentralized in- 
dustry will be overburdened with taxa- 
tion and plagued with unemployment, 
and big business will be bigger and 
small business smaller. 


x * 
ENTERPRISING Administration 


stalwarts, however, are looking further 
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than this. They visualize in the post- 
war period the unfolding of a vast 
proving ground on which they can test 
untried doctrines which were tempo- 
rarily put on ice when industrialists 
were recruited by Washington to mo- 
bilize for national defense. To pull the 
country out of a post-war slump, New 
Deal strategists are pondering the po- 
tentialities, quietly laying their plans. 


xk 
WHILE MANY New Dealers are 


maintaining a discreet silence on the 
subject, it is an open secret that they 
have been making eyes at the O’Maho- 
ney proposal to subject business to a 
stringent licensing system. In line with 
this proposal is the idea nurtured by 
many Administration planners that 
small business should be slowly but 
surely eliminated to make way for big 
business units. The theory behind the 
scheme, of course, is that large business 
units could be more easily controlled 
by the governmert. 


xk & 
THEN, TOO, the New Dealers have 


long theorized that advertising is waste- 
ful and monopolistic and they want to 
project these ideas beyond the theory 
stage after the emergency. Indeed, there 
is some evidence that they regard the 
present as opportune for curtailing ad- 
vertising since the country now is fast 
approaching an era when demands ex- 
ceed supply and there can be said to 
be less need for advertising of scarce 
commodities. In one or two instances, 


Price Administrator Leon Henderson 
has suggested to certain manufacturers 
that in trying to keep prices down that 
part of their production costs increase 
should be offset by lowering advertis- 
ing costs. Thurman Arnold, head of the 
Justice Department’s trust-busting ac- 
tivities, holds that some advertising is 
in restraint of trade but that nothing 
can be done about it under existing 
anti-monopoly laws. 


x** 


OTHER IDEAS which have pro- 
gressed further than the incubation 
stage include a $25,000,000,000 program 
of public works reserve being planned 
by the Federal Works Agency, the Na- 
tional Resources Planning Board’s for- 
mula for transferring a million em- 
ployees from defense to peacetime pro- 
duction, and a $100,000 study of post- 
war employment undertaken by the 
Labor Department’s Bureau of Labor 
Statistics. 

xk * 


FEDERAL WORKS ADMINIS- 
TRATOR John M. Carmody, respond- 
ing to a White House request that a 
national shelf of work projects be pre- 
pared for post-war use, has set his 
mimeograph machines grinding out the 
results of a preliminary survey indicat- 
ing that “a backlog of needed works 
and services to the extent of four or 
five billion dollars a year” will be 
needed when defense needs and eco- 
nomic conditions make their construc- 
tion or operation feasible or desirable. 





Make Extra Sales This Way 


ISPLAYS of seasonal items on 
the wrapping counter help 
salesmen make many extra sales at 
the store of E. C. Reynolds & Co., 
Darien, Conn. It is very easy to 
change the display at any time and 
practically no equipment is needed 
to accomplish it. 
Customers, waiting for packages 


to be wrapped, are face to face with 
the seasonal merchandise presented 
in this spot. A carefully worded 
suggestion from the salesman at this 
time will generally result in an extra 
sale. 

Popular priced merchandise is 
featured most of the time and never 
is the sale price over a dollar. 





Customers will be interested in the seasonable merchandise that 
can be displayed on this profit spot on the wrapping counter. 
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Right—There’s a wide variety of 
room heaters shown in this dis- 
play. Featured on a three-tier, 








built-up unit, the firm is able 
to give customers an excellent 
models. 


view of the different 

















Left—The other side of the dis- 
play. Note the fact that every 
unit has a price tag attached. 


100 Room Heaters a Y ear 
in a Town of 15,000 


Siuuine 100 natural 


gas and oil room heaters annually 
means volume in any man’s lan- 
guage, and it is even more to talk 
about when a store is located in a 
town of 15,000 population. This 
volume is enjoyed by the Evans 
Hardware Co. of Ada, Okla., and 
all that is needed to produce it is 
a cold winter. In addition to this, 
the firm also sells 25 natural gas 
stoves, mostly at $90.00 each, in 
a year’s time. 

“Many of the houses in this 
vicinity are heated by floor fur- 
naces or room heaters,” says Don 
Evans. “We frequently sell two 
or more heaters at a time to a cus- 
tomer, although sales are usually 
for single units. Most of our sales 
are made in the store, but we will 
make a home demonstration for a 
really good prospect. We adver- 
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tise heaters in local papers and 
will sell them on recourse con- 
tracts, financing our own paper. 
Usually we require a down pay- 
ment of 20 per cent. Although 
room heaters are sold from $6.00 
to $25.00, the best sellers are 
priced from $12.50 to $15.00.” 

From Sept. 1 to March 1, heat- 
ers are shown on a built-up unit 
near the back of the store. Some 
of these units are connected for 
demonstration purposes. 

Natural gas stoves are sold at 
a price which includes installation 


A cold winter 


unless the customer prefers to 
make the installation himself. In 
commenting on this phase of the 
business, Mr. Evans says, “We 
will take trade-ins on stoves re- 
selling them ‘as is’ and for cash. 
Most of our stoves are sold on a 
time payment basis. However, we 
are very careful when selling on 
credit and check with a credit 
bureau before doing so. We try 
to limit sales contracts to from six 
to 12 months, although some con- 
tracts are permitted for a longer 
period.” 


is all that the 


Evans Hardware Co., Ada, Okla., 


needs—25 natural gas stoves a 


year an added aid to profits 


















CONDITIONAL SALES JOHN E. LARRABEE CO., Inc. 


CONTRACT 3-S MARKET ST. 
AMSTERDAM, N. Y. Ne aed: 


N? 2805 


PRICE 





MANUFACTURER 





MODEL | SER. NO. 














Cash Price $ 





JOHN E. LARRABEE CO., Inc. 

The total unpaid balance to be paid in equal consecutive monthly 
installments of $ each until paid in full. The first installment is 
due one month from date hereof, all payments to be applied pro rata against 
each item. After thorough examination, I hereby buy and accept delivery of 
the foregoing chattels, to be kept and/or installed at ee ‘ 

and I will pay you or your assignee therefor 

the total time price provided herein. Title to and right of possession to the 
goods are to remain in the John E. Larrabee Co., inc. until they are fully paid 
sell, mortgage, remove or otherwise 


for in cash. I agree to protect and not to 
deprive you of right of possession without your written consent and upon 


default of any payment or payments you may at your option take back the 
merchandise or affirm the sale and hold me for the full unpaid balance. 
Unpaid balance at termination of this contract will be charged interest. 
THIS ORDER 1S SUBJECT TO THE APPROVAL OF THE CREDIT DEPARTMENT. THERE 
THA 


Print Purchaser's Name 
OFFICE COPY 








Down Payment ss . oe 


Trade-in Allow $__.- ; 
_ Total Down Payment___—-- “a ee 


Unpaid Cash Balance__.___ 





Finance Charge ———$_______. 





Total Unpaid Balance sniiieieantaiaeieat 





ARE TO BE WO AGREE 
N THOSE MENTIONED ABOVE, OR ATTACHED HERETO IN WRITING. 





- aes REGARDING THE ORDER OTHER 


Witness a Purchaser Sign Here 
Witness Purchaser Sign Here 
Accepted by JOHN E. LARRABEE CO., INC. 


Authorized Officer 








Conditional sales contracts made up in quadriplicate 


Thrift Purchase 
Plan Steps Up 
Firearms’ Sales 


Amsterdam, N.Y., sportsmen approve 
of this plan to such an extent 
that the John E. Larrabee Co. gun 


t 
sales have ncreased 10 per cen 


st 
annually for several yeats pa 
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A THRIFT purchase 


plan is an important factor which 
has contributed to a steady in- 
crease in shotgun and rifle sales of 
more than 10 per cent a year, over 
the past several years for the John 
E. Larrabee Co., Inc. This com- 
pany is located in Amsterdam, a 
aoe of approximately 35,- 
in the cen 1 
hy A tral part of New 
This plan was started in a very 
limited way at first using the 
usual conditional sales contract 
form, with the company financing 
all of the notes. Today, the major 
portion of these notes are turned 
over to finance companies in the 
city who accept these obligations 
without recourse to the dealer. 
It is surprising how many pur- 
chasers of shotguns and rifles 
really prefer to pay for this mer- 
chandise over a period of ‘several 
months. Many, who could pay 
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Skis PT Cee meee 


Pata ta ie gas 





are 






































TO BE FILLED IN AT TIME OF PURCHASE 





Buyer's Name 


ee Miia ces serene, 
Employed b or 
ploy ry .-.-.----- Position How long 
Marri i 
arried or single ~.Number of dependents____ Monthly income $ 
shina winced y e — 
Bank account Own h 
ae ; - Value $ M 
Mortgage $ 


REFERENCES—Preferably dealers from whom you have purchased on credit : 
Name... 


Name 
- 




















Other installment obligations tor 
...¥ per month 
Purchaser's signature... en ee 
INSTALLATION OR DELIVERY INSTRUCTIONS 

Address 
f Date of delivery 
My Other information _ 
: PAYMENTS 
3 a 7 13 19 
ae 7 stecmenenn: 8 
a " 14 20 
& 3 roe 9 
2 Reeemeniiiees. itisieestcie Sains Re er ae 21 
@ 4 Seiad 10. / 
f ra 16 22 
e 6 an 7 ae 
p 18 24 

aid 3 are used where guns are purchased on this thrift plan. 

cash by withdrawing funds from experience has been decidedly panies consider a note on firearms 

savings accounts, prefer to pay a satisfactory with this line of mer- as prime paper, otherwise they 

little more and be able to spread chandise. Most finance com- would not be willing to accept 


the cost through the season. 

The finance company estab- 
lishes most of the terms, carrying 
charges, and other details in con- 
nection with this plan. Down pay- 
ments are not required but are se- 
cured whenever possible. Either 
weekly or monthly payments can 
be arranged for and these vary 
with the amount of the purchase. 
All contracts are set up so that the 
merchandise will be completely 
paid up by the end of the hunting 
season. 

The company’s own collection 


More than 16 ft. of open 
sidewall fixtures are 
used to display this gun 
stock to customers. The 
; background is semi-cir- 
i cular in shape and pro- 
rh vides a perfect setting 
“ for the firearms shown. 
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it without having recourse to the 
dealer. 

Good displays and properly se- 
lected stocks are other considera- 
tions which make for successful 
merchandising and selling of any 
line in a store. More than 16 fet. 
of space is given over to the pre- 
sentation of the gun line. Various 
types of guns are shown in open 
sidewall cases, the background of 
which is painted a light green and 
shaped in a half-circle. Guns look 
their best in this setting. 


Windows “Do Their Bit” 


Windows also play their part 
and several attractive displays are 
used during the season. This pro- 
gram of interior and window pro- 
motion is supported by local news- 
paper advertising which primarily 
features popular selling, competi- 
tive merchandise since this builds 
store traffic. 

“We always try to be competi- 
tive,” says W. J. Holleran, man- 
ager of the department. “Unless 
you give people the impression 
that you have merchandise at 


prices equal to your competition 
they will not bother to shop your 
store. Store traffic is essential for 
a successful sporting goods de- 
partment. 

“Our experience with hunting 
boots last year will illustrate our 
general policy on meeting com- 
petition. One cut price competi- 
tor in the city advertised a hunt- 
ing boot which we stocked at a 
price about 10 per cent above our 
cost. We knew that we were buy- 
ing them on about the same basis. 
We immediately lowered our price 


. to meet this competition. How- 


ever, since we could not make any 
money selling this boot, we start- 
ed to push the other line which we 
also carried and which the com- 
petition could not secure. 
“Customers usually visited the 
cut price store first and then came 
to shop our store. They found 
that our (so-called regular) price 
on the one hunting boot was the 
same as that of our competition. 
Many concluded that the other 
fellow’s prices evidently were not 
so low if Larrabee’s regular price 
on the boot was the same. This 


boot was marked with the lower 
price in the usual way. We of 
course pushed the other hunting 
boot at the higher prices and in 
nine cases out of ten sold the 
higher priced article. Sportsmen 
are afraid of cheap merchandise, 
although this price-cut boot was 
not cheap, and can easily be in- 
duced to buy real quality. 


Always Competitive 


“As a result of this policy, cus- 
tomers feel that we are always 
competitive and always shop our 
store before deciding to buy. This 
gives us an oppportunity to sell 
our lines and we try to get them 
to buy the goods on which we can 
make a profit. 

“We meet competition immedi- 
ately on identical merchandise, 
which we carry, throughout the 
sporting goods department and 
know that it pays to follow this 
policy. You will be surprised 
how easily customers’ purchases 
can be directed to the items you 
want them to purchase.” 











Camping, hunting, and fishing equipment is displayed with lots of appeal by Adler & Dobler, Inc., 
hardware dealer of Cedarhurst, New York. It’s set forth by plenty of window trimmings and back- 
ground that create a realistic sports’ atmosphere and whet a sportsman’s appetite for equipment. 
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Qo 
a Bridgeport, Remington SEPT. 41 
ing Conn. 1941 
in & 
the 4s NEW and IMPROVED 
_ & KLEANBORE 22’s 
ise, 3 
: | —target-speed! EVERY DEALER NEEDS A 
reg 4 We’ve heard New and Im- 
in- 4 proved Kleanbore .22’s_ re- 
| ferred to as “target-speed” TOUGH CUSTOMER! 
a .22’s, and we think this is a 
§ retty good description of , = , 
a nan. It suggests that We read a little piece the other day that certainly warrants re- 
; — — Y = oe peating. It pointed out the need every store has for an unreason- 
» — able, complaining, generally unprofitable customer. Why? Well, 
ia possessing one, your store should turn itself inside out trying to 
=f please him, and still make a profit. He keeps everybody in your 
oe organization on their toes. He 
a watches your bills so closely that 
8d you can’t claim the remainder of a 
- split-penny total. You’ll ache to tell 
: him where to head in, and the les- 
di- P ; —" “ son in self-restraint will be invalu- 
se, remely accurate. ey make ’ " . 
h ion Gates than tes aneee able. You'll probably never please 
r powerful Kleanbore Hi- him, but in attempting to you'll 
n Speed, and are ideal for : ’ . 
“ slalings end tenek week. build a store that’s the delight SPECIAL 
“ On the other hand, Klean- of your other customers, and the easumaas ones 
ed bore Hi-Speed .22’s pack a despair of your competitors. So 
ses terrific wallop, and add one ‘ ’ d 
hundred yards to the effec- the next time you’re tempted to 
- tive — of a — — start swinging on an unreasonable 
grea power makes em ’ * ° 
tops for small game hunting. customer, don’t do it — just count 
a a good idea to find out ten first, swallow hard, and try to 
<a what your customer wants to . . ’ ‘ 
uno fe tex, for then you mollify him. It’s good for your 
can make him a regular cus- self-control, and your business. 
tomer by giving him the ° 
.22’s that meet his particular 
needs. 














REALLY, HENRY 
| THINK THE .22 IS 
MORE BECOMING 















Kleanbore,”’ 


“Hi-Speed,”’ “Shur Shot,’’ ‘‘Wet Proof’ are Reg. U. 8. Pat. Off. 
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TOPS IN STOPPING 
POWER 





You’ve probably seen some 
of the advertisements on the 
new soft-point Core-Lokt 
bullets in color and black 
and white appearing in out- 
door publications this Fall. 
Their actual performance 
stories and the photographs 
of real bullets fired at ranges 
from 50 feet to 390 paces 
should go far toward con- 
vincing big game hunters 
that these bullets really do 
travel straight, hit hard, and 
stop big game in its tracks. 
Stock up on the bullet types 
and weights most popular 





Everything’s Extraordinary 
About “‘Shur Shot” 
Shells—Except The Price! 





Shot shells are Rem- 


Shur 
ington’s regular line of low- 


priced shot shells. They are 
a fast-selling line whose 
great popularity has been 
won through the use of high- 
grade materials — including 
smokeless powder — Klean- 
bore priming for clean gun 
barrels, and the exclusive 
Remington Wet Proof pro- 
cess. They come in a full 
range of gauges, and in 61 
load combinations. Their 
corrugated bodies are most 
attractive; they look — and 
are—easy to handle and easy 


with hunters in your neigh- | to sell. Display Shur Shot 
borhood for Fall hunting. | shells prominently this Fall 
Look for, the exposed lead | — they’ll more than pay 
nose and the notched jacket. | their way! 

“Core-Lokt’’ is a trade mark of Remington Arms Co., Inc., Bridgeport, Conn. 
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How to Merchandise 


By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


\ .. the hard- 


ware dealer sells comfortable liv- 
ing and makes a profit on it he 
has something about which he can 
be enthusiastic. Such a line is the 
oil-burning space heater. With 
constant operating improvements 
and increasing attractiveness of 
this equipment, the dealer has 
something on which he can really 
“go to town” when giving a sales 
talk. Space heaters of today are 
not only an effective means of pro- 
viding warmth but are of attrac- 
tive design. Some are so made 
that the heat may be directed and 
there are units which also provide 
air conditioning. 

Regardless of the line of oil- 
burning space heaters a dealer 
carries he has much to talk about. 
There are two basic types—those 
with flues and those without, 
which are commonly known as 
cabinet heaters. Oil-burning space 
heaters, without flues, sell to the 
consumer at from about $13.75 to 
$31.75. Then there are two basic 
styles of flue—connected heaters, 
the sleeve or cylinder type burner 
and the pot type burner. Suggest- 
ed retail selling prices on the flue 
connected types will range from 
$29.50 to $149.00 and more, with 
the addition of thermostats and 
other accessories. Many modern 
homes use these heaters to pro- 
vide all their heat. Other home- 
owners have units for use in sum- 
mer homes and hunting lodges. 
Then too, they can be sold for use 
in apartment houses, auditoriums, 
churches, warehouses, country 
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schools, general stores, gasoline 
stations and innumerable other 
types of buildings, including those 
used for recreation facilities in 
communities where there are army 
camps and defense plants. 

To help dealers determine the 
proper type of oil-burning space 
heater for different installations a 
special weather zone map was is- 
sued by the Institute of Cooking 
& Heating Appliances, Washing- 
ton, D. C., and distributed by 
manufacturers which are members 
of the Institute. The map, repro- 
duced in these pages, was design- 
ed following a study of weather 
and temperature in the entire 
country. It expresses amounts of 


\ \ 


heat in B.t.u.’s required for heat- 
ing one cu. ft. of occupied space 
in dwellings of average construc- 
tion in each of the zones. Taking 
for example a house having 4000 
cu. ft. of occupied space to be 
heated, and located in the 8 B.t.u. 
zone, as shown on the map, the 
minimum heat requirement would 
be found by multiplying 8 (the 
zone number) by 4000 the cubic 
feet of space to be heated to get 
the answer or 32,000 B.t.u.’s per 
hour. 

Rumors and scare talk about oil 
shortages have disturbed people 
all over the nation—particularly 
in the eastern sections. There is 
no shortage of either oil or gaso- 
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il-Burning Space Heaters 


No matter what line of oil-burning 
space heaters a dealer carries, he 
has something on which he can “go 
to town’ when giving his sales talk 


line according to a recent report 
issued by the American Petroleum 
Institute, 50 W. 50th St., New 
York City. If any shortage should 
develop, it will not be of gasoline 
nor oil, but of transportation 
facilities, says the Institute. With 
this reassuring statement, the 
hardware dealer who is not now 
going after his share of the mar- 
ket for oil-burning space heaters 


should dispel all doubts. The 
petroleum industry, together with 
the Government, has already act- 
ed to clear up present transporta- 
tion difficulties. New pipe lines 
are being constructed linking New 
York to Texas fields. Existing 
pipe line facilities are now being 





used to full capacity. And tanker — The huge surplus of railway tank 
schedules have been planned to cars is now being pressed into ser- 
make more round trips possible. vice and tank trucks will be put 




















(Copyright 1939—United Laboratories, Wichita, Ken.) 


This special weather zone map, issued by the Institute of Cooking and Heating Appliance Manufac- 
turers, shows the approximate minimum B.T.U.s per hour, per cubic foot of occupied space, required 
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for dwellings of average construction. 
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into service to help fill the gap un- 
til new pipelines and tankers are 
available. The private oil com- 
panies have had 69 new tankers 
on order for several months and 
an industry owned shipbuilding 
company is being organized to re- 
lieve pressure on private yards. 

The Oil Burning Institute, rep- 
resenting manufacturers of oil- 
burning equipment and their deal- 
ers has undertaken a campaign 
which will save substantial 
amounts of heating oil in the na- 
tional emergency by bringing 
about more efficient use of present 
heating equipment in American 
homes, buildings and _ factories. 
The Institute estimates that by 
bringing up the efficiency of exist- 
ing oil burner equipment to or 
above the commercial standard set 
by the Bureau of Standards, a sav- 
ing of 25 to 30 per cent in heat- 
ing oil could be effected in the At- 
lantic Coast areas. This would 
amount to some 14,000,000 to 17,- 
000,000 barrels per season. Nor- 
mal consumption of heating oil in 
the complete tier of east coast 
states runs to about 58,000,000 it 
is said. This is good ammunition 
to use when talking to prospects 
afraid of buying oil burning space 
heaters because of talk about fuel 
shortage. 

Hardware dealers selling these 
heaters can help their communi- 


“It is easier to sell heaters when 

you have one operating where the 

prospect can see it and feel its 
warmth.” 


ties and the entire country in a 
conservation program by offering 
special inspection and adjustment 
service, at a reasonable charge. 
‘This service could be promoted 


Ww 


and developed among present 
users who would be willing to pay 
a reasonable charge for a service 
that would save them 25 to 30 per 
cent in their fuel oil bills. 

To help more hardware dealers 
do a better selling job on oil 


“Every Saturday afternoon we find 

time to give a sidewalk demon- 

stration. This is a great help in 

letting the public see how the 
heater works.” 


burning space heaters HARDWARE 
Ace presents in these pages a 
number of tested ideas that have 
proven effective in the sale of 


these modern heaters. 


Here’s How to Sell ’Em! 


1—Know your space heaters 


To sell any major unit the deal- 
er must know the needs of the 
prospect and the jobs for which 
different numbers are designed. A 
Wisconsin dealer says, “On a cir- 
culating oil heater we usually have 
to get into a house to measure the 
rooms and decide what size heater 
the prospect needs. This means 
we have an opportunity to size up 
the home, prospect and appliance 
needs of the family. We sell 
many circulating oil heaters to 
farmers. These people are con- 
stantly buying other types of ap- 
pliances.” 


2—Have a “Who’s Who” 

of users 

When you want to sell any kind 
of major appliance and can tell 
your prospect that her neighbor, 
Mrs. Jones, uses a certain unit 
you really have interest. A mid- 
western hardware dealer lists oil 
heater customers in one of his dis- 
play windows each year, together 


with their addresses. The dealer 
states many people check the list 
and then visit users in their neigh- 
borhoods to see how they like 
their heaters. Satisfied users are 
the sources of many leads for the 
store. 


3—Tell people you have them 


Since there’s such good profit 
available in oil-burning space 
heaters they are certainly worth 
advertising. Frequent use of news- 
paper advertising, direct mail 
material and handbills will con- 
tinue to remind local homeowners 
that you stock and sell them. 


4— Keep a heater going 

constantly 

A western hardware dealer 
says, “When the fall season comes, 
we usually light one heater and 
keep it going, day and night for 
months. It is easier to sell heat- 
ers when you have one operating 
where the prospect can see it and 
feel its warmth. When the pros- 
pect can feel the fine heat com- 
ing from the heater he is usually 
half sold. All you need to com- 
plete the sale, in most instances, 
is to show the prospect that the 
heater will operate efficiently at 
all times, when properly installed.” 


5—Display heaters in front 

of the store 

Heaters are displayed on the 
sidewalk by a New Jersey hard- 


“A hardware dealer in Nebraska 
uses a small trailer to take 
heaters to the farmers’ homes.” 


ware store. The dealer who also 
has a large display, indoors, says, 
“We have a heater hooked up for 
demonstration during the entire 
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MAKE UP LOSSES FROM MERCHANDISE 
RATIONING 


OFFERS A DIVERSIFIED 
LINE THAT WILL HELP 
FILL YOUR PROFIT GAP 


Defense is getting into high gear. More and 
more businesses are feeling the pinch of rationed 
materials. The time has come to diversify your 
line for profit protection. KOL-GAS can help 
you in this situation. 


KOL-GAS is a sales sensation. It is blasting the coun- 
try out of the rut of conventional heating with amazing 
new advantages of convenience and economy. Its popu- 
larity is sweeping the country. Will YOU be the Dealer 
in your territory to CASH IN? 


KOL-GAS is the new improved heater of the 

self-feed type—the “two-in-one” heater that de- 

livers both radiant and circulating heat .. . that 

cokes the coal and burns the gases... heats all 

day and all night, or longer, without refueling 
. saves work, fuel, time, money. 


Will you act now, or wait and be sorry? There’s 
no time to lose. If interested, wire or write to- 


day, Address Dept. H. Some choice territories To retusl, Hitt id | Regulate drafts 
still open. and fill with coal to contro! fire 


DISTRIBUTORS 


Atchison, Kansas Evansville, Indiana Pittsburgh, Pa. 
Blish, — & _ Small & Schelosky Co. Eastern Stokol Corp. 
“aa Compan Pueblo, Colorado 


Mm. Milwaukee, Wisconsin Holmes Hardware Co. 


Chica ago, 
John Pritziaff Hardware 
-— a zal _ Company Salt, Lake, City, Utah 
Northwestern Stove Minneapolis, Minn. Sait Lake Hardware Co. 
Repair Co. Hall Hardware Company bertactsts, Mo. 


662 West R it Rd. Rogers & Baldwin 4 
Cincinnati & Dayton, Omaha. Nebraska awe, Co. 4 Exclusive KOL-GAS 
St. : = Construction 


° 
The York Supply Co. Cedar Rapids & Miseourt “Stokot Fane, 

a a F Toy gh a 
Eastern Stoke! Corp. Harper & Meintire Co. Jos. B. Smith Co. Circulated Heat rear of the heater lengthens 
ja Ng ee fe travel and a 

, perat radia surfaces. so pro- 
o quick warm- circulation of vides circulated heat and adds 


KOL-GAS HEATER COMPANY |“ sca S| ean 
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winter. Every Saturday afternoon 
we find time to give a sidewalk 
demonstration. This is invariably 
a great help in letting the public 
see how the heater works. Seldom 
is there a day that we don’t have 
at least three different sized heat- 


“There is a tremendous market 
for the sale of heaters to . . 
summer home owners.” 


ers on our front sidewalk. While 
this idea may seem a bit ancient it 
has its advantages.” 


6—Offer time payment plans 


Subject to the credit rating of 
prospects and the value of the 
unit desired it is advantageous to 
offer deferred payment plans, 
whether or not the paper is han- 
dled by the store. Of this angle 
of the business, an eastern dealer 
states, “Most of our heaters are 
sold for cash as a result of em- 
phasizing that there is a saving by 
buying on that basis. An extra, 
in the form of repeat sales, is ob- 
tained by the sale of oil to those 
who have purchased heaters from 
the store.” The credit rating of 
prospective purchasers should be 
carefully scrutinized, particularly 
those of draft age. 


7—Watch marriage license 

records 

Records of marriage licenses 
are watched by an Iowa hardware 
dealer. He also keeps his ears 
open for reports of coming mar- 
riages. If, after a reasonable 
length of time, the prospective 
newlyweds do not visit his store 
he calls on them at their respec- 
tive homes. This dealer also tries 
to interest the couples in the pur- 
chase of other merchandise, par- 
ticularly major units of sale. 


42 


8—Take heaters to prospects 


A hardware dealer in Nebraska 
uses a small trailer to take heaters 
to the homes of farmers whom he 
thinks might be interested in such 
equipment. In other seasons the 
trailer is used to transport other 
major items to farm homes. 


9—Survey your territory 


A survey by canvassers, check- 
ing on the types of cooking, heat- 
ing, refrigeration and cleaning 
equipment, etc., used in local 
homes, provides many hardware 
dealers with good prospects. Such 
a survey provides leads for major 
items, paint and a number of 
other lines handled by hardware 
When a home is visited, 
whose owner complains of insuf- 
ficient heat, the dealer has a good 
prospect for the sale of replace- 
ment units. 


10—Watch the summer homes 
in your district 


stores. 


There is a tremendous market 
for the sale of heaters for the 
hardware dealer serving people 
with summer homes, or located in 
communities where there are such 
colonies. This is particularly true 
of those summer home owners 
who move in early in the spring 
and stay until late in the fall. 


11—Use window displays 


Well before heaters are needed 
in your community, display one 
or more models, preferably the 
higher priced units in a window. 
Use an entire window for various 


models to really show the people 


you have a good stock. Manufac- 
turers display material can be ef- 
fectively used in such a display. 


12—Display them where people 
can see them 

The mere display of a heater 
or heaters “somewhere in the 
store” is not a sufficient reminder 
to your customers that you han- 
dle them. Like other big units of 
sale they should be displayed 
where all entering your store can 
plainly see them. An Oklahoma 
dealer, selling a number of heat- 
ers to homes having no furnaces 
has his space heaters, oil and other 
types, on a pyramided display 
unit, built up high so that the 
units can be seen clearly through- 
out the stere. The display unit is 
in the center of the store, with 
heaters shown back to back, so 
that people on either side are “ex- 
posed” to them. 


13—Talk quality heaters 

When possible, try to interest 
the prospect in the higher priced 
units, on which you make larger 
profits. Talk quality and empha- 
size the advantages in terms of 
heat, without being too technical. 


14—Check back with users 

As in the sale of other large 
units of sale, the dealer or sales- 
man who checks back with pur- 
chasers to see they are getting 
satisfactory service is building 
good will. Further, he is likely to 
get the names of prospects for 
other sales, as the result of such 
contacts. 





Odor of Fresh Paint Reminds Customers to Buy 


66 E have stumbled on a good 

idea that has increased the 
interest of our customers in paint 
every time we have used it,” says 
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Jos. Fondrk of Fondrk’s Hardware, 
Leachburg, Pa. 

“We have found that the odor of 
fresh paint in the store serves to 
stimulate sales of paint, especially 
on pay days and Saturdays when 
traffic is heavier than usual. The 
odor seems to remind people of some 
decorating job to be done around 
their homes and they accordingly 
purchase the paint needed for the 
work. 

“In order to create this odor in 
the store, we keep fresh paint drying 
out on a medium-sized plank which 
is hidden away in some inconspicu- 
ous place. More turpentine than 
usual is added to this paint to in- 
crease the volatile elements.” 
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Every one is a 
: Sales Maker for you! 






























h- 
| “Comfort” is just a word to your prospective cus- 
t ‘ : ’ 
i. tomers until you prove it. That’s where Florence 
X- features make your own work easier . . . you can 
show your customers why they’ll get more comfort 
from a Florence! That’s what they’re buying! 
- : Look at these features! Driven-Aire, with its 
a “sprayed heat”’ principle, gives you the year’s big- 7 : \ Bisset" 
A- gest comfort story! Handi-Hite controls, the Humi- 
‘ Lator (controlled humidification), built-in oil and 
i. 
water tanks, the Heat Saver, porcelained combustion 
chambers . . . every one of them has a powerful ap- 
e 
.. peal that you can demonstrate! 
r- No matter what Florence Oil Heater you happen 
8 to be showing you’ll find plenty of stuff in it that 
~ 
“ spells C-O-M-F-O-R-T to your prospect! 
r 
h 
Florence Driven-Aire Oil Heater 
(right), in the spectacular new 
console model with every mod- 
ern convenience feature. Model 
shown — PF28 — has exclusive 
’ Flexi-Flame pot-type burners. 
Also available with famous Fior- 
ence sleeve-type burners — 
f Model CF29. 
; Florence Circulating Oil Heaters 
y (left), equipped with powerful 
l pot-type or sleeve-type burners, 
2 are designed for the prospect 
, who must heat several connect- 
ing rooms. 
For heating single rooms, Flor- 
. ence Radiant Heaters (far left) 






with pot-type or sleeve-type 






burners are “‘tops.” 
FLORENCE STOVE CO. | 
General Offices and Plant: 
Gardner, Mass.; Western Offices 
and Plant: Kankakee, IIl.; Sales 
Offices: 1458-59 Merchandise Mart, 


LO 5 = al C Chicago; 45 E. 17th Street, New 


tet ofr ae York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, 
LS WITH NEL Dallas; and 2730— 16th Street, 

PE BURNERS Hf POT-TYPE B 5 San Francisco. 












Presenting Our Guest Editor 


COL. W. F. SIEGMUND 


Sales Manager, Ammunition Division, 
Western Cartridge Co., 
East Alton, Ill. 


Whose Subject Is 
The Only Way Out 


a these times when 


monumental things are happening 
in the world, and great confusion 
and uncertainty is rampant in the 
land; when writers, philosophers, 


psychologists, technicians, _ poli- 
ticians, soothsayers, uplifters, pun- 
dits, golden-voiced radio speakers, 
and sages of every degree and 
type add to the general confusion 
by giving off to the public, it is 
time to get out of the haze and 
climb up onto a mountain where 
the air is clear, and probe into 
the fundamentals which have 
brought about not only our na- 
tional situation, but the world 
situation. 

All structures are built and 
stand upon some fundamental 
principles, and our troubles today 
are all built on something funda- 
mental, undoubtedly fundamen- 
tally wrong. 

I believe that I have found that 
which will clarify the beclouded 
thinking of those who cannot 
understand our problem and its 
answer; the causes of, the effect 
and the remedy for our present 
conditions. It is my belief that 


+t 


if people will only realize the sim- 
plicity of the explanation which 
I will quote, that real progress 
can be made. 

In my research I have found a 
quotation by Xenophon written 
some 2400 years ago, and which 
is attributed by him to the con- 
queror, Cyrus the Great, founder 
of the Persian Empire, who died 
528 years before Christ. 


“Yet I foresee that if we be- 
take ourselves to the life of in- 
dolence and luxury, the life of 
the degenerate who think that 
labour is the worst. of evils and 
freedom from toil the height of 
happiness, the day will come, 
and speedily, when we shall be 
unworthy of ourselves, and with 
the loss of honour will come the 
loss of wealth. 

“Once to have been valiant 
is not enough; no man can keep 
his valour unless he watches 
over it to the end. 

“As the arts decay through 
neglect, as the body, once 
healthy and alert, will grow 
weak through sloth and _ in- 
dolence, even so the powers of 
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the spirit, temperance, self-con- 
trol, and courage, if we grow 
slack in training, fall back once 
more to rottenness and death. 

“We must watch ourselves; 
we must not surrender to the 
sweetness of the day. 

“It is a great work, methinks, 
to found an empire, but a far 
greater to keep it safe. To seize 
it may be the fruit of daring 
and daring only, but to hold it 
is impossible without self-re- 
straint and self-command and 
endless care.” 


I am firmly convinced that 
these observations, made 2400 
years ago, apply today, and all 
the efforts of mankind to solve the 
problems of life have never im- 
proved upon or produced any- 
thing above and beyond that 
which was stated and written at 
that time. 

If everybody in the land, in- 
cluding those who operate a busi- 
ness and, above all, those who run 
this government, would preach 
and apply the principles outlined 
by old Cyrus, they would be con- 
tributing much towards conduct- 
ing the people down the only path 
that will lead them out of the pres- 
ent dilemma. 
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Winter always brings profitable coal scoop sales to 
hardware men handling the MAGOR line—and it’s 
none too early now to plan your stock. 

Magor Shovels, Scoops, Spades, and Scrapers, 
made from best special steels under rigid specifica- 
tions, are sold to the hardware trade under a sound, 
fair sales policy, providing a good profit margin with 
attractive retail prices. 

More than 40 years of experience in building 
quality steel products, a big modern plant, sincere 
effort to make the best, a careful regard for the rights 
of all distributors—these are some of the 
factors contributing to the healthy and 
friendly relationship between the Magor 
Company and Magor customers. 

Dealers—See your jobber. 

Jobbers—Write for details and price 
list. 


MAGOR — 


CAR CORPORATION customers are the 
SHOVEL DIVISION Navy, Army, Ma- 


rine Corps, Engi- 


SO CHURCH ST., NEW YORK, N. Y. neers. 
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To Hale Ves 


M. anufacturers Offer 


Shows “Amerock” Sash Lift— 
Here's a new display offered 
by the American Cabinet 
Hardware Corp Rockford, III, 
that shows the new “Easy Up- 
Easy Down-Easy to Clean” 
sash lift in actual use. The 
piece is printed in buff, brown, 
and red and the front is pro- 
tected’ with a coating of Cello- 
vhane. Complete price infor- 
mation is listed on the back 
of the display. 


New Speed Queen Window Helps—A flasher 
sign in full colors is offered to Speed Queen 
dealers by the Barlow & Seelig Mfg. Co., Ripon, 
Wis. The washer features shown on the sign 
are transparencies and are illuminated by a 
device within the unit. This display can be 
secured at a moderate cost. Full details can be 
secured from the company. 


Barrett's Itinerant Display— 
This eye-catching, three-di- 
mensional exhibit, with its 
ominous drip-drip of water 
and flashes of lightning, is an 
“itinerant” display provided 
by The Barrett Company, New 
York, N. Y., to dramatize the 
danger of faulty roofing. Fairs, 
home shows, special dealer 
exhibits, etc., benefit greatly 
by the presence of one of 
these traveling exhibits. The 
unit is six feet square and is 
equipped with three sample 
shingle boards 


A New Display Card on Nairn Lin- 
oleum—A full color display card, 
measuring 20 by 24 inches is offered 
to dealers by Congoleum-Nairn Inc., 
Kearny, New Jersey. It shows an 
attractive modern kitchen with Nairn 
Linoleum on the floor, on walls, and 
on all working surfaces. 
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These Display Helps 





Carborundum’s Multiple Displays—Designed for 
use in either windows or on counters, this ma- 
terial features Carborundum and Aloxite brand 
products in various uses, and also provides a 
background for the display of many other related 
items carried by the hardware merchant. This 
material is offered by the Carborundum Co., 
Niagara Falls, N. Y 








Estate's *Bar-B-Kewer Display—This 
attractive mantle back display is 
lithographed in full color on heavy 


board and is made available to 
dealers by the Estate Stove Co., 
Hamilton, Ohio. It is designed to 
call special attention to several 
features of the Estate electric range. 
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Perfection Oil Range Display 
—A heavy cardboard display, 
life size, designed to fit either 


“table-top” or high-oven 
ranges, and reproduced in 
natural color is offered by the 
Perfection Stove Co., Cleve 
land, Ohio. The display shows 
a young woman leaning over 
the back of a range and copy 
tells of her experience with 
the new equipment. 





New Auger Bit Display—The 
Russell Jennings Mfg. Co., 
Chester, Conn., is offering to 
dealers a new auger bit dis- 
player which can be used in 
windows or on counters as a 
part of a special merchandise 
deal. The smart display is 
made of metal and maple and 
is beautifully finished 










Minimum Standards Established 
for Steel Kitchen Cabinets 


—through formation of The Steel Kitchen 
Cabinet Institute at Cleveland, Ohio 


. Steel Kitchen 


Cabinet Institute, composed of 
eleven responsible, nationally rec- 
manufacturers and dis- 
tributors in the industry, has 
adopted minimum. standards 
which protect the public by pro- 
viding assurance of substantial 
and durable construction of steel 


ognized 


cabinets. 

The rapid growth of the steel 
kitchen cabinet industry in a short 
period of time brought a flood of 
steel kitchen cabinets on the mar- 
ket. Some of good quality, others 
greatly inferior, made the matter 
of establishing minimum 
standards of quality a necessity. 

Consequently, a reputable test- 
ing laboratory, the Robert W. 
Hunt Co., engineers, of Chicago, 
was selected to make impartial 
laboratory tests of production 
specimens submitted by the man- 


some 





ufacturers of steel kitchen cabi- 
nets. All cabinets which pass 
these tests are stamped with the 
Seal of Approval of gihe Steel 


Kitchen Cabinet Institute. The 
tests are for the purpose of pro- 
tecting the dealer, the specifier, 
and the consumer of steel kitch- 


The above illustration shows an 
old-time kitchen in the home of 
A. J. Grosser of Bellevue, Ky. The 
one at the left shows the same 
kitchen after steel kitchen cab- 
inets had supplied the final 
refining touch of modernization. 


en cabinets against sub-standard 
merchandise — underweight steel, 
faulty or weak construction, in- 
ferior hardware, and cheap fin- 
ishes. 

There are five divisions to the 
tests that steel cabinets must meet 
to merit the Seal of Approval of 
the Steel Kitchen Cabinet Insti- 
tute. 

The first inspection is made to 
ascertain that no steel lighter than 
22 gage is used for any exposed 
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HEN anything broken gets 
neatly put together with 
Duco Cement, it stays put! This 
household standby mends prac- 
tically anything—toys, bric-a- 
brac, furniture. It’s easy to use; 
it’s strong, transparent and water- 
proof. 
Thousands of home owners class 
Duco Cement as a “must.” 
And thousands of dealers fea- 
ture it—because it’s a steady 
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source of easy profits. It’s made by 
Du Pont and is backed by the 
Du Pont reputation for extra value 
and extra quality that’s famous 
the world over. Duco Cement has 
so many ready-made friends, it 
just naturally sells fast! Just set 
up a Duco Cement display and 
watch it work for you, filling your 
till with extra nickels and dimes 
...extra profits. And with hardly 
an effort on your part. 


Here’s all you have to do: ask 
your jobber or write us for net 
prices and particulars. E. I. 
du Pont de Nemours & Co. (Inc.), 
Wilmington, Delaware. 


Be sure to tune in...’’Cavaicade of America”’ 
NBC Red Network...every Monday evening 


®té.us rar ort 
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cabinet part of individual cabi- 
nets, and that no other cabinet 
part is made of lighter than 24 
gage steel. 

The construction of the cabinets 
is carefully inspected. Such points 
as welded steel construction, solid 
steel bottoms, backs and sides and 
panels of the body of the cabinet 
are examined. Sink cabinets, of 
course, may have open backs or 
bottoms or both, to provide for 
plumbing. 

The laboratory, inspecting from 
the point of construction, goes 
over all doors and drawer fronts, 
except grill doors and _ glazed 
doors, to see that they are of 
deuble wall construction and ef- 
fectively sound deadened. All 
doors and drawers must be 
equipped with resilient bumpers 
to prevent noise in closing. Also 
all drawers must be equipped with 
positive stops to prevent acciden- 
tal complete withdrawal. Drawer 
stops must permit drawers to open 
at least 70 per cent of total draw- 
er depth. 

The cabinet fronts must be free 
from all bolt and screw heads and 
unless made of stainless metal, all 
metal parts of handles, and all 
bolts, nuts, screws and washers 
must be electroplated with cad- 
mium or chromium for rust pro- 
tection. 

The third standard of quality 
involves a performance test for 
rigidity. A drawer with 10 lbs. 
of load per sq. ft. of bottom area, 
equally distributed over the entire 
drawer bottom, is opened and 
closed a minimum of 10,000 times 
at the rate of 10 cycles a minute. 
It must not sag or break down. 
This loaded drawer opening test 
guards against sags or break- 
downs during service. This weight 
test is assurance that doors and 
drawers of approved cabinets will 
not become distorted even under 
severe strain. 

Squeeze and load tests are then 
applied to cabinets in which they 
must withstand more strain than 
they will probably ever receive in 
actual use in either home or school 
installations. These tests assure 
rigidity of doors and guarantee 
against deflection of shelves. 

Base cabinets are tested simi- 
larly, without the rigidity normal- 
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ly supplied by work-tops, sub- 
bases, doors and drawers. 

Door catches and hinges are 
tested for durability and efficiency. 

The fourth division of the tests 
refers to finish specifications. All 
cabinet surfaces must be given a 
protective finish coating of high 
bake enamel at the factory, that 
will withstand certain tests. Due 
to constant research and develop- 
ment in this field, no particular 
formula for enamel is specified. 


— 
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STEEL 
KITCHEN CABINET 


\ INSTITUTE 


The Seal of Approval of the 
Steel Kitchen Cabinet Insti- 
tute which is stamped upon 
all cabinets which pass the 
Institute’s rigorous tests. 








Any good enamel is acceptable if 
it will provide a protecting coat- 
ing which will meet the estab- 
lished tests for finish. 

Rust is the enemy of mild steel 
—therefore the life of steel kitchen 
cabinets depends on the protective 
enamel coating. Consequently this 
coating must pass severe tests be- 
fore it is eligible for the Seal of 
Approval. 

These tests, the fifth division of 
the laboratory examination, are of 
interest to the manufacturer, the 
specifier, and the consumer. The 
cabinet finish is subjected to 
every conceivable use and abuse 
it might encounter in service. The 
tests include: Water immersion 
test. impact test, humidity test, 
salt spray test, draw test, abrasion 
test, alcohol test, hot fat test, 
scratch hardness test, and weath- 
erometer test. 

This last is unusual. Panels 
are exposed in a “weatherometer 
machine” for a number of hours 
equivalent to 20 days of intense 
Florida sunshine. If the panel 


does not show excessive discolora- 
tion after this exposure, it is a 
step nearer to winning the Seal 
of Approval. 

To pass the water immersion 
test, the finish on one-half of a 
panel must withstand submersion 
in water maintained at 100 deg. 
Fahrenheit for 24 hours without 
showing more than a slight blis- 
tering which should disappear af- 
ter a recovery period of 24 hours. 

In the hot fat test, the finish 
must not discolor or permanently 
soften when submerged two min- 
utes in vegetable or animal fat 
heated to 200 deg. Fahrenheit; in 
the impact test, the finish must not 
flake or peel when the reverse side 
is exposed to an impact of 20 
inch-pounds given with a rounded 
steel instrument 14 in. in diam- 
eter; in the salt spray test, the 
finish is tested against “pinhol- 
ing” after being sprayed with a 
5 per cent salt solution of 70 deg. 
Fahrenheit for 72 hours. 

These standards are significant 
to dealers and distributors be- 
cause they provide positive assur- 
ance of 100 per cent customer sat- 
isfaction. 

Copies of the handbook of ap- 
provai requirements, “Quality 
Standards for Steel Kitchen Cabi- 
nets,” may be obtained by writ- 
ing to the Steel Kitchen Cabinet 
Institute, 1522 Keith Building, 
Cleveland, Ohio. 

Steel kitchen cabinets bearing the 
Seal of Approval of the Institute 
are available from: Acme Metal 
Products Corp., Chicago, IIl.; Au- 
burn Central Mfg. Corp., Conners- 
ville, Ind.; Berger Mfg. Division, 
Republic Steel Corp., Canton, 
Ohio; Crane Co., Chicago, IIL; 
Edison General Electric Appliance 
Co., Chicago, Ill.; Elgin Stove & 
Oven Co., Elgin, Ill.; Excel Metal 
Cabinet Co., Inc., New York City; 
General Electric Co., Bridgeport, 
Conn.; Hubeny Bros., Inc., Roselle, 
N. J.; Modern Steel Equipment 
Co., Geneva, Ill., and Whitehead 
Monel Kitchens, New York City. 

Officers of the Institute are: 
president, H. A. R. Dutton, Acme 
Metal Products Corp.; vice-presi- 
dent, H. S. Lawrence, Elgin Stove 
& Oven Co., and secretary, S. S. 
Keeney at the Cleveland address. 
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\ ~ Continental offers the two things that help most to build volume 
| sales and substantial profits for dealers. 

First, Continental offers a line of steel products that’s popular 
with customers. This line includes proven sales leaders for fast 
turnover, plus a full line of everyday items for year-round sales. | 

/ Continental fence has features that farmers like and look for. It’s | 
Flame-Sealed against rust and GUARANTEED. In Continental 
fence you can get either the famous PIONEER knot or the CHAM. 
PION hinge knot. Fifteen different types in more than 200 differ- 
ent heights, weights and wire spacings give dealers a chance to select 
the fence best suited to their customers’ requirements. 





The other thing that’s important to dealers is the salability of the 
Continental line. Extensive and aggressive advertising has made this 
line one of the most popular with dealers. In addition, Continental 
goes a long way to cooperate locally with dealers and help build a 


profitable business. if YOU WANT TO BUILD 
FOR THE FUTURE-—SEE 
THIS NEW PROGRAM! 


The Continental line and the Continental Sales 
Building program have boosted sales and profits 
for hundreds of dealers. If you are looking 
ahead to the future, investigate the opportunity 
with Continental. 


CONTINENTAL STEEL CORP., KOKOMO, INDIANA 


Plants at Canton, Kokomo and Indianapolis 
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Push Heaters and Housewares 


in October! 
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HEATERS 


THAT PROVIDE 
SUMMER HEAT 


ALL WINTER LONG 














G wits wens 8 























HEATING EQUIPMENT WINDOW 


Merchandise: Large and small oil heaters; coal or wood heaters, electric bowl 
heaters, oil heater wicks, burners and parts, fire shovels and pokers, and stove boards. 


Background: Center panel of bright yellow corrugated board or wallboard painted. 
Side panels of dark brown material with bright yellow strips across top of panel. 
Cut out letters of vermilion on side panels and of dark brown on center panel. 


K, LL merchandising 


activities should be completely 
planned and under way by this 
time. Some flexibility in this pro- 
gram will be desirable since it is 
quite possible that many changes 
in selling practices may be neces- 
sary during the coming month. 


Reassure Community 
on Fuel Situation 

Merchants and fuel dealers in 
the community should develop an 
announcement to the effect that 
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there will not be a shortage of any 
kind of fuel during the winter 
months. The best data now avail- 
able seems to indicate that there 
will not be a fuel oil shortage and, 
if merchants and fuel oil dealers 
are to enjoy their normal business, 
the public must be reassured on 
the question of fuel supply. 

Some action should be taken on 
this announcement as early as 
possible so that this matter will 
be settled when the real selling 
season gets under way. 

All types of heaters should be 


shown on your floor now. Some 


of the best places in which to ar- 
range these displays are at the 
front of the store, either along the 
back of the windows, along the 
sidewall at the front or in the 
center of the floor. It may be 
necessary to remove the tables 
here to another location in order 
to arrange the center floor display. 

Dress up your display of heat- 
ers by using the attractive material 
supplied by manufacturers. This 
is also suitable for your windows. 
Many display pieces list the im- 
portant features of the equipment 
while others attempt to give the 
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BELIEVE PETER PUTTER WHEN HE SAYS~ 


Because he typifies millions of Americans who believe it’s smart to be thrifty... 
because they get a big kick doing in the flesh what he does in print... because 
Everyman down deep thinks he’s a prize Mr. Fix-It... we keep this whimsical 
character Peter Putter bobbing in and out of our advertising on Schalk’s Big 
Five: Double X, Savabrush, Schalk’s Crack Filler, Waxoff, Schalk’s Wood Putty. 
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Remember, too, while Peter Putter is a relatively new trade-character, Schalk’s 
national advertising has been insistent and consistent. For more than ten years 
it has brought home to Mr. and Mrs. America the saving graces of Schalk 
Specialties: how they fill the bill and save the bills in every home. It is only 
good sales-sense to hitch your store to the star items in their field. Order from 
your jobber! Schalk Chemical Company, Los Angeles and Chicago. 














customer some idea of what hap- 
pens when the unit is in operation. 


Demonstrations 


Be sure to have at least one 
model oil heater hooked up so 
that it can be demonstrated. Move 
this unit out on the sidewalk in 
front of your store on busy days 
or on those cool mornings when 
most people begin to think of 
some heat in the home. Do not 
demonstrate unnecessarily for it 
is important that everyone does 
his bit to conserve fuel oil sup- 
plies. 

Drives for old aluminum uten- 
sils in communities from coast to 
coast have pulled many of the 
battered and little used housewares 
from the average home. Many 
housewives are going to find that 
the discarded utensil was im- 
portant even though it was only 
used occasionally and that it will 
have to be replaced. 

This opens up a new market 
for kitchenwares that dealers 
should try to secure now. Arrange 
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your best displays in the win: 
dows and see that the housewares 
department is looking its best at 
all times. Homemakers love to 
add new things to their kitchens. 
for it gives them an opportunity 
to correct some past buying mis- 
takes as well as to increase the 


efficiency and beauty of their 
kitchens. 

There are many housewares 
goods that can be substituted for 
some of few items on which 
shortages exist and these are the 
lines to push at this time. 


Events for October 


Hardware merchants should 
consider the following holidays 
and special celebrations in plan- 
ning their selling for the coming 
month, 

Oct. 1. Moving Day (Many 
communities ) . 

Oct. 1. Yom Kippur (Jewish 
Day of Atonement). 

Oct. 5—11. Fire Prevention 
Week. 

Oct. 12 (Sun.). Columbus 
Day (Monday holiday in all prob- 


ability). 

Oct. 26—Nov. 1. Girl Scout 
Week. 

Oo. 27. Navy Day. 

Oct. 31. Hallowe’en. 

Oct. 31—Nov. 6. National 


Apple Week. 
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HEATPROOF OVEN WARE 4 


sTeec 














FALL HOUSEWARES WINDOW 


Merchandise: Pressure cookers, stainless steel french frier, tea kettle, double 
boiler, deep well cooker, covered pot and fry pans, electric mixers, japanned ware 
step-on can, waste basket, flour bin, canister set, cake cover and bread box, electric 
coffee makers, drip coffee makers, corn popper, waffle iron, toaster, grill, tea pot, 
glass bowl set, enamel sauce pan set, glass ovenware. 


Background: Center panel of bright yellow corrugated board or wallboard painted. 


Side panels of dark brown material with bright yellow strips across top of panel. 
Cut out letters in dark brown. 
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Several sanders 
are displayed 
upon a platform 
at the front of 
the store when- 
ever they are 
not being used. 


E XTRA sales, made 


as a result of renting floor sand- 
ers, amount to an important vol- 
ume at the store of J. M. Warren 
& Co., Troy, N. Y., according to 
Charles Trumbull, department 
manager. For this reason, sand- 
ing machines are displayed in a 
prominent spot near the front of 
the store whenever they are not 
out on rental. 

“We have two sanders and one 
edger,” says Mr. Trumbull. “The 
edger is out most of the time. One 
sander is equipped with a 7-in. 
drum and can also be used as a 
floor polisher. The other sander 
is a larger machine with an 8-in. 
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Profits Come In When 
Floor Sanders Go Out 


drum. We have found the 7-in. 
machine the most practical one for 
rentals. 

“In addition to the rental in- 
come, sanders produce an even 
larger volume of extra sales. 
There is always a sizable order 
of sandpaper for every job where 
the machines are used. This sale 
alone will average $2.00 or more. 
Then the only end to the amount 
of finishing material to be used is 
how far the customer wants to go. 
Wax, floor fillers, paint and var- 
nish of all kinds are required. 

“Our rental charge for the sand- 
ers is moderate, still the revenue 
from this more than paid for the 
machines in the first year and a 
half. The small sander rents for 





J. M. Warren & Cé:;. 


of Troy, N. Y., finds 
that extra sales 
develop every 

time one Is 

rented 


$4.00 per day, the larger job at 
$5.00. Edgers rent for $2.00 per 
day. 

“Most of our customers want to 
do jobs of this type at certain 
times of the year. One period is 
during the months of March, 
April, May, and June, and the 
other is during September and 
October. During these times sand- 
ers are in customers, hands prac- 
tically all the time. There are al- 
ways some sanding jobs to be 
done out of the regular season and 
occasionally a commercial estab- 
lishment rents the equipment for 
a refinishing job.” 

One very important factor in 
the renting of this equipment is 
keeping the sanders in good re- 
pair. Nothing discourages the use 
of your machines more than 
breakdowns or trouble while they 
are in the customer’s hands, ac- 
cording to Mr. Trumbull. The 
equipment should be checked over 
before it goes out on a job and it 
should be cleaned and have worn 
parts replaced periodically. Main- 
tenance costs are very moderate 
with most machines today and 
they will stand considerable hard 
usage. 































FOR QUICK 
SALES! 


FAs 


NATURAL FINISH 


When we say quick sales we 
mean eae that! This good, 
le, folding wood 

Sa whale of @ bengal 
‘and it takes but a glance 
for your customers to realize 
Bin natural, hard gloss 
finish and brass plated 
mountings furnish plenty of 
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HERE’S A RULE 





RULES PRECISION TOOLS 


$2,500 spent and the result, new prestige along with an attractively 
modern front. 


Before and After With Hilgendorf’s 


HE Hilgendorf Hardware, Mil- 
waukee, Wis., is greeting its 
customers with a new store front 
these days. For more than 65 years, 
Hilgendorf’s has been a by-word for 
hardware to many of the city’s re- 
sidents and its quarters at 1033 
North Third St. a familiar sight. 
Now the store has new prominence 
a modern, 1941 store front of 
“Ludlite,” the “stainless steel lum- 
ber”—all for a $2,500 investment. 
North Third St. has always played 

a part in Milwaukee’s hardware 
history. Long before Charles F. Hil- 
gendorf founded the present hard- 
ware business in 1875 in partnership 


with Henry Kolloge, the Pritzlaff 
Hdwe. Co. had been carrying on 
business there. In fact, Mr. Hilgen- 
dorf, as a lad of 16 and fresh off 
the farm, found his first job that of 
“boy of all work” in John Pritzlaff’s 
hardware store. Subsequently he 
was allowed to wait on customers 
and following his return from the 
Civil War, Mr. Hilgendorf, after a 
few years became a traveling sales- 
man in 1870. 

Five years later, Hilgendorf, Kol- 
loge & Co. was organized and set 
up business in the building John 
Pritzlaff had erected for his own 
business and had vacated for larger 





Hilgendorf’s on North Third St., Milwaukee, before modernization. The 
site was occupied by the Pritzlaff Hardware Co. many years ago and 
is just a few doors from the original Pritzlaff store. 
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quarters. The partnership continued 
until 1913 when Mr. Kolloge, be- 
cause of failing health, retired. The 
firm then was reorganized, becom- 
ing Charles F. Hilgendorf, Inc., the 
name it bears today. 

Walter Hilgendorf is president 
now and associated with him are 
his brothers, Fred and Charles Hil- 
gendorf. All are sons of the 
founder. A sister, Alma Hilgen- 
dorf acts as secretary. 


Suspicion’s Not Enough 


BUSINESSMAN seeking _re- 

dress in the courts for an al- 
leged fraud practised on him, has 
no easy time of it so far as proof 
of the fraud is concerned. 

“The burden is upon the party 
asserting the fraud to prove it by 
some substantial evidence,” a Cali- 
fornia court points out in a recent 
case. “The facts and circumstances 
must give rise to at least a reason- 
able inference of fraud and not a 
mere suspicion thereof.” 

If the transaction is one that 
might be considered either fraudu- 
lent or honest, according to the 
viewpoint, the law will presume that 
honesty was intended. 

“If there be two inferences,” con- 
tinues the same court, “equally rea- 
sonable and equally susceptible of 
being drawn from the proved facts, 
the one favoring fair dealing and 
the other favoring corrupt practice, 
it is the express duty of the court 
or jury to draw the inference favor- 
able to fair dealing.” 

Meaning all deals are fair and 
honest until proved otherwise. 


Settlement Is Binding 


OMES a reminder from New 

Mexico that a business man 
should not make a settlement of a 
controversy unless he is willing to 
abide by it, even though subsequent 
events may show that it was unwise 
er unfortunate. 

“It is not the proper function of 
the courts,” declared the Supreme 
Court of New Mexico recently, “to 
relieve either party to a contract 
from its binding effect where it has 
been entered into without fraud or 
imposition and is not due to a mis- 
take against which equity will afford 
relief. It is not enough that in the 
light of subsequent events the 
agreement of settlement proves to 
have been unwise or unfortunate.” 

Not enough, that is, to enable the 
dissatisfied party to get help or re- 
dress from the courts! 
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Puzzle: Find the man who used to kid the management 


into thinking he was the star salesperson 


Smart FELLOW! . . . at least he thought he was. 
Used to make a point of looking busy every time the 
boss was around. And then he’d spend most of the time 
in the back room having a smoke. 

But the boss outsmarted him when he put in a Multiple- 
Drawer National Cash Register System and got the rea/ 
facts on how much each salesperson was worth. With 
this new system the boss was able-to reward each man 
according to the sales volume he turned in. It was like a 
“shot in the arm” to the salespeople because, when they 
learned they were going to be rewarded according to 
their sales records, they sold more to earn more. 

National’s Multiple-Drawer Cash Register Systems 
have led to increased profits in thousands of hardware 
stores all over the country. Phone our nearest repre- 
sentative today and get the whole story on how a modern 
National System can do the same for you. 


The National Cash Register Company 


DAYTON, OHIO 


Cash Registers . . . . Check-Writing and Signing Machines 
Typewriting-Bookkeeping Machines . . . . Posting Machines 
Analysis Machines . . . . . « Bank-Bookkeeping Machines 
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ADVANCES 


Some metal lath, corner bead, screeds, picture molds, cold rolled chan- 
nels, trough hangers, copper cut tacks. 

Some garden hose, rubber stair treads, mats, matting. 

Some galvanized ware, drip pans. Some vacuum bottles, lunch kits. 


Small glass accessories. 
Some glass percolator tops. 


Some copper preserving kettles. 


Indirect water heaters, chemical! toilets, water systems. 
Chrome-plated bathroom accessories. Closet combinations. 
Some seine twines, trot line, staging twine. 

Some sash cord, clothesline, caulking cotton, wicking. 


Some rock wool insulations. 
Some cement and liquid glue. 


Cut shellac. 


Some makes of illuminating glassware. 





Copper rivets and tacks— 
Prevailing prices on copper rivets are 
purely nominal, and it is becoming 
next to impossible to get shipment with- 
out a priority rating. 

Probably the actual price increases, 
from the still-competitive lows of a 
year ago, until now, have totaled some 
i2 to 14 cents per pound. 

Effective August 15, prices on cop- 
per cut tacks were increased about 2% 
cents per pound. 

a te eS 

Shovels, spades, scoops — 
been withdrawn by one 
maker of shovels, spades and scoops 
with an announcement that new prices, 


will be available soon. 
x - a 


Prices have 


Carriage, machine and lag 
bolts—Mills have held to the pub- 
lished price levels announced in May, 
but all companies have order-books so 
filled that service can hardly be ex- 
pected on small hardware bolts under 
60 to 90 days, or on heavy bolts, with- 
out priorities, before four to six months. 

So large a proportion of bolts and 
nuts sold by hardware distributors go 
into construction, repair and mainte- 
nance work of high importance, that 
the renewal of Al0 priorities for such 
supplies should greatly help the steady 
flow of bolts into trade channels. 

For example, on August 21, the di- 
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rector of priorities, gave deliveries of 
parts for the repair and maintenance 
of farm machinery and equipment the 
same rating as certain armament ma- 
terials. 
ok * a 

Metal lath, etc.—Milcor Steel 
Company, effective August 11, an- 
nounced several mark-ups. 

One cent per square yard on all 
types of metal lath except %-in. rib 
lath, which is advanced % cent per 
square foot. One dollar per 1000 lineal 
feet on all corner bead, screeds, picture 
molds, strip lath and corner lath. 

Two dollars per 1000 lineal feet on 
cold rolled channels. Hollow metal 
studs remain the same, but shoes for 
attaching to track and ceiling will be 
charged at higher prices. 

Milcor galvanized “Titelock” eaves 
trough hangers were raised August 5 
to 25 per cent off lists, from the for- 
mer 35 per cent basis. 


t © 


Most jobbers 


priced, 


Lawn mowers 
are accepitng mower orders, 
for immediate shipment only, and fu- 
tures are taken with open prices, to 
be established later. Already, order 
volume without prices has been so 
heavy as to indicate that the lion’s 
share of available supplies for the 
1942 season will soon be “sold out.” 


Rubber hose—On garden hose 
also, a heavy volume of selling is re- 
ported for late 1941 
prices to be set later, probably in Sep- 


delivery, with 


Only one company has issued 
prices, for limited forward coverage 
of regular customers, and at substan- 
tial mark-ups over last spring’s open- 


tember. 


ing levels. 

u a Ot 

Rubber products—A July 20th 

price list, issued by Owen Rubber 
Company, includes general 
increases on rubber stair treads, about 
13 per cent; door mats and cuspidor 
mats, about 11 per cent; and rubber 
matting about 7% per cent. 

me a of 


Products 


Gas heaters——Peerless Mfg. 
Corp. in mailing a revised price-list 
August 5 on gas heaters, make the fol- 
lowing interesting comments: 

“You will find that in many cases 
our prices have increased only 5 per 
cent, whereas our cost of raw materials 
and labor since the first of the year 
have increased appreximately as fol- 
lows: 


2 SA er rear rrr ee 6% 
EY MER np arcitins.4 st. adn cnewa een 25% 
ERD. cAesd nédmekdetandeinsadvent xen 18% 
RD La06 bedcetbdaecndteesedih 5% 
TS ee re ene 5% 
so By | ere 11% 
£2 Sater ase 
RR Pe rere Er. 2% 
GeO épurntie 34 49's:6n x00 open 30 to 40% 


“While there has been no base change 
in the price of steel, our cost of this 
material has increased approximately 
10 per cent on account of our inability 
to obtain certain grades from the mills. 
This has necessitated our paying high- 
er prices to get warehouse stock. 

“An actual check of all costs shows 
u; that the increase we are now putting 





PRICES 
WITHDRAWN 


Some shovels, spades, scoops. 
Some Christmas tree outfits and 


ulbs. 
Some silk fishing lines. 
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PLAN NOW ... For The Future 


Since 1876... during peace or war, prosperity or depression, Jackson Manu- 









facturing Company has met every situation in its stride. Once again, in the 
present National emergency, Jackson Superior Products are carrying their 
full share of the responsibility ...for never before in 66 years has the 








demands been greater. 






In view of this condition, and others over which we have no control, we sug- 





gest... “Plan Now For The Future”. Let your distributor know now what 






your needs will be this fall and winter for Jackson Superior Products . . . the 





finest obtainable. 







Write for Catalog No. 42 H—Illustrated in color. 


JACKSON MANUFACTURING CO. HARRISBURG, PA. 


Manufacturers of 


BARROWS—LAWN ROLLERS—CONCRETE CARTS—DRAG SCRAPERS—MORTAR PANS—MIXING BOXES 



























| Looking for a 
HARDWARE STORE? 


HE place to find it is under the heading of Busi- 
ness Opportunities in the Classified Opportun- 
ities Section of the regular issues of Hardware Age. 


By watching the for-sale ads you'll be reasonably 
sure to secure a good paying business at a fair price 
or better still, let the trade know the kind of a store 
you are looking for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd Street. New York City 
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into effect covers only one-half of our 
actual increase in cost.” 
. * * 

Gem oilers—On August 20th, 
Gem Mfg. Co. issued a generally revised 
price list on oilers, etc., with dealers’ 
schedule on plain steel bench oilers 
now at 15 per cent discount, on flexible 
spout bench oilers, 20 per cent, and 
20 per cent also on copper plated auto- 
mobile pump orders. 

7 * . 

Galvanized ware, etc.—An- 
other 5 per cent advance this month 
by a large manufacturer of galvanized 
ware leaves the way open for further 
changes, without notice. The general 
practice is to deal only with old cus- 
tomers, with prices to be set at time 


of shipment, and with shipping dates 
uncertain and long deferred. Litho- 
graphed or enameled finishes are being 
widely substituted, where possible, on 
oil cans, etc. Drip pans have been 
advanced about 5 per cent by some 
makers. 
o * * 

Silverware — vacuum kits 
Typical of the restricted metals situa- 
tion is the handling of distributors by 
Oneida Community, Ltd., who are allot- 
ing to each regular customer for the 
last half of 1941, about 75 per cent of 
his total purchases during the final six 
months of last year. Shipments from 
all makers are slow, and are broken 
in variety. 

Effective September 2, American 
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“ vOU REALIZE WE ARE NOT RESPONSIBLE FOR ANY 
MISHAPS THAT MAY OCCUR AFTER THE SALE” 
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Thermos Bottle Company has advanced 
Icy Hot bottles and lunch kits about 
5 per cent. 

- . * 

Other housewares — Heat 
proof glassware is still hampered in 
supply by the western borax strike. 
A shortage is in prospect throughout 
the fall and holiday season, and jobbers 
are looking for some cost increases. 
Percolator tops and small glass acces- 
series already have gone up 10 per 
cent or more. 

Two makers of copper preserving ket- 
tles raised prices slightly last month, 
but all offerings are subject to stock, 
and to further price change. 

* = * 

Plumbing lines — Recent 
changes reported by leading distribu- 
tors include 10 per cent increases on 
indirect water heaters, and certain 
types of automatic water heaters, on 
closet combinations, and on caulking 
cotton and wicking. Also a 7% per 
cent mark-up on water systems, and 
on chrome-plated bathroom accessories. 
Chemical toilets were advanced about 
15 per cent. 

© - * 

Cotton twines, etc.—On Au- 
gust 8, Linen Thread Company ad- 
vanced another 2 cents per pound on 
seine twines, trot line, and staging 
twines, the sixth increase this year. 
Other leading manufacturers have sim- 
ply withdrawn all prices, pending the 
issuing of early 1942 schedules this 
fall. 

Irregular and frequent changes on 
sash cord and clotheslines are con- 
tinuing, with the “cheaper” qualities 
now at almost double their competitive 
low levels in 1939. 

7 . e 

Burlap—On August 16th, the 
Office of Price Administration and 
Civilian Supply ordered price ceilings 
on burlap approximately 20 per cent 
lower than recent spot market quota- 
tions, effective at once. 

Noting that burlap prices had risen 
more than 100 per cent in the last 
12 months, OPACS said that “these in- 
creases have added unjustifiable costs 
to American agriculture, as well as to 
industry and the ultimate consumer.” 

* * + 

Floor coverings—While some 
makers of inlaid linoleum have been 
able to maintain reserves of cork and 
burlap, the cost of these imported ma- 
terials has risen because of the war. 
However, leading manufacturers are not 
entirely dependent on these materials, 
having produced inlaid linoleum with- 
out cork, and having developed backing 
fabrics to replace burlap. 

The major raw material in linoleum 
making—linseed oil—is produced in 
sufficient volume in this country and 
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QUALITY 
SALES 


"REPEAT"! 







THAT'S 
WHY FOR GENER- 
ATIONS THE SALE OF 









AUGER BITS 


HAS PROVED THEM 
AUTOMATIC PROFIT MAKERS 


Russell Jennings customers never have to be resold replacements 
and additions to their auger bit equipments. Russell Jennings 
quality brings them back automatically. Get better acquainted 
with this “line of least resistance’. Send for new catalog, just 
off the press. 


THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 





BELLEVUE 


“One of the Few 


Famous Hotels in 


AMERICA 





. became famous through its unsur- 
passed facilities, its superb food, the 
unvarying graciousness of its service and 
its vigilant management. And you will 
also appreciate its reasonable rates. 


AIR-CONDITIONED 


BELLEVUE-STRATFORD 


IN PHILADELPHIA 


RESTAURANTS 


+ + + + + & H HF 















CLAUDE H. BENNETT 
on General Manager 
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NEW LOW-COST ITEM 
APPEALS TO HOUSEWIVES 


PRO-TEX 
BURNER 
PAD 


@ Greatly improved design! Made of heavy asbestos 
millboard; one side protected by sheet steel for long 
life. Convenient cool-grip handle. Each pad in glass- 
ine envelope, attractively printed in two colors, show- 
ing how the pad prevents breakage of glass and 
prevents sticking or burning of foods. For gas, elec- 
tric and oil stoves. 





















Ask your jobber for illustrated circular and free 
sample, or write to 


B= BALLONOFF 


METAL PRODUCTS COMPANY 
5800 Kinsman Rd. Cleveland, Ohio 






















Users like Kwik- 
Lite Oil Burner Wick 
because it lights instantly 
and lasts longer. The long fibre 

asbestos brings the fuel right up for instant 

ignition. . You'll like Kwik-Lite Because it sells 
easily—Satisfies old customers and brings in new ones. 
The attractive counter display carton is an effective silent 
salesman. Priced to sell. Attractive discounts for dealers. 
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wooo e ~~ at COMPANY, Inc ' 

Ask Your | ASPESTO? Te Drive, ee ea! 
Jobber or | please send Kwik-Lite \ 
Batt icf 








Argentina. Other essential materials 
are rags and asphalt, and on each of 
these components costs have risen fur- 
ther than the percentage of advances 
thus far asked on floor coverings. 

on * . 

Rock wool—Last month, after 
advance notice to its customers, Na- 
tional Rock Wool Sales, Inc., put out 
a 5 per cent increase on its various 
rock wool insulations. 

Be v * 

Paints and brushes—Brush 
makers are increasingly worried by 
shortage of bristles, as the usual Jap- 
anese shipping facilities from Chinese 
ports have been generally suspended. 
Synthetic substitutes are under experi- 
ment, but are very costly and thus far 
do not fill the gap. 

After the rocketing rise of turpentine 
prices, culminating in an 8 cent per 
gallon jump on August 14, three rapid 
declines have wiped out this last 8 
cents. A_ still very high price level 
remains. 

Cut shellac prices have continued 
their advances, with recent increases 
reaching 10 cents per gallon. 

Testor Cement Company, on August 
1, raised prices about 10 per cent on 
Testor’s and Metallic Cement, and 
liquid glue. 

« * oe 

Electrical sundries—The slow 

upward price trend continues on all 


electrical cords and cables, including 
heater cord sets. The changes are 
irregular in timing and amount from 
various suppliers, but recent increases 
have been very moderate. All ship- 
ments are greatly delayed. 

Increases of 5 to 10 per cent have 
been reported, effective September 1, 
from some makers of illuminating glass- 
ware. 

Prices on Christmas tree outfits and 
bulbs have been withdrawn, with early 
increases expected. Since last spring, 
these outfits have been selling at a 
very moderate mark-up of about 5 per 
cent over those ruling last season. 

a a ca 

Bicycles — Manufacturers are 
now forced, by shortages of materials, 
to make many substitutions in trim and 
equipment on bicycles, such as the 
furnishing of enameled rims for chrom- 
ium plated. All makers have had to 
discontinue white-side wall tires, using 
now all-black tires. 

With manufacturers six to 10 weeks 
behind on deliveries, jobbers feel that 
supplies for the coming holiday season 
will be limited and scarce. 


Fish lines Effective about 
August 18, several makers of silk fish- 
ing lines withdrew all prices and terms, 
expecting that orders already on hand 
will more than use up their limited 
stocks of silk remaining. Jobbers learn 





WINDOW PROMOTES INDOOR TARGET SHOOTING 





Three easels with official pistol targets serve to draw and hold the 

shoppers’ interest in this window of indoor target shooting equipment. 

The targets also serve as merchandise panels and revolvers, holsters, and 

gun cleaning accessories are displayed thereon. The trim was featured 

by Babcock, Hinds & Underwood, Binghamton, N. Y.3 and originated by 
J. B. Kozak, displayman. ; 
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that a shortage even of substitute Nylon 
lines is quite probable. 

Linen lines, while scarce, are still 
available at intervals, and even cotton 
lines are slow in delivery. 


ag * a 


Steel capacity and produc- 
tion—America’s steelmaking capacity 
has been raised 2,000,000 tons within 
the last six months, to a new high total 
of 86,148,700 tons of steel ingots and 
castings per year. This is 18 per cent 
larger than the capacity available in 
1929, and exceeds by 40 per cent the 
total available at the height of the 
World War. 

Measured by this raised capacity 
figure, the rate of operations during 
August has been upward of 98 per cent, 
with backlogs of orders still gaining 
on this high production. 

Basic steel prices still hold un- 
changed, under “pressure” from Wash- 


ington. 


Non-ferrous metals — Recent 
price steadiness finds copper regulated 
by its 12 cent “ceiling.” compared with 
1] cents a year ago. 

Lead, for some time at 5.70 cents, 
St. Louis, was 454 cents a year ago. 

Zinc, in much better production, and 
with slightly eased demand at mid- 
August, holds its 744 cent per pound 
pricing, against last year’s mark of 
6% cents. 

Aluminum, so important a strategic 
metal for defense that there are prac- 
tically no supplies now available for 
private industry, is scheduled for its 
fourth price decrease since the 20 cent 
level prevailing at the war’s opening. 
Dropped thrice in 1940, to 17 cents, a 
mark of 15 cents will prevail, effective 
September 30. While it is understood 
that the larger the production, the lower 
the cost, this does not in any way de- 
tract from the merit of this downtrend, 
which likely will continue further. 

Aluminum will look very cheap at 
15 cents in comparison with 12 cents 
for copper and 52 cents for tin, and 
will contrast startlingly with its World 
War behavior. The price reached an 
uncontrolled “high” of 65 cents in No- 
vember, 1916, but was later pegged 
by the War Industries Board at 33 1/10 
cents for carload lots. 


* a a 


Seeking solutions—Hardware 
merchants and “non-essential” manu- 
facturers, probably the hardest hit of 
all groups by the controls and restric- 
tions of the defense program, are con- 
tinuing their search for solutions to 
their emergency problems. Recogniz- 
ing their seriousness, O.P.M. has or- 
dered a revised policy in buying Army 
and Navy supplies, designed to direct 
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CAN OPENER 








Order No. 160-BC. Vaughan’s Improved CAN OPENER 
COMBINATION ... BOTTLE OPENER...CORK SCREW 
... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 











In Cleveland 
HOTEL HOLLENDEN 


In Columbus 
THE NEIL HOUSE 
Iu Akron 
THE MAYFLOWER 

Inu Lancaster, O. | 
HOTEL LANCASTER 


In Couning, N.Y. 
BARON STEUBEN HOTEL 


THEO. DeWITT 
President 


{| RF MARSH 
Vice-President 
& Gen. Manager 











THE HOTELS THAT CHECK WITH EVERY TRAVEL res 
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Up-to-the-minute in 
modern design— 
priced for mass sell- 
ing—Power King 
woodworking tools 
give you a sure way 
to get and keep your 
share of homework- 
shop equipment vol- 
ume. 









12" 
3-Wheel 
BAND 


Other Power King 
headliners not shown 
include Drill Presses, 
Jig Saws, Jointer Plan- 
ers, Spindle Shapers, 
Belt and Disc Sanders, 
Polishing Heads, Mo- 
tors, Multisaws. Good 
dealerships in good ter- 
ritories are still open. 
Write for full details at 
once. 


POWER KING TOOL CORP. 


906 Cleveland St., Warsaw, Ind. 


1 0"-1 y sd 
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Just out! The brand-new Wrico SIGN-MAKER 
—last word in simplicity . . . completeness 
= . low cost! All in one handy, self-con- 
tained unit to serve the basic sign require- 
ments of your store! The very latest develop- 
ment in famous Wrico lettering equipment, 
used suceessfully in thousands of retail stores. 






Contents 
Wrico Brush-Pen 
Chromium Plated 

Steel Guide 

Holder 
Wrico Pyralin 
Alphabet Guide 
Wrico Pyralin 
Number Guide 
Jar of Wrico 

Brush-Pen 

Black Ink 
ED DD DD iii | 
Wood-Regan Instrument Co., 186 Franklin Ave., Nutley, N. J. 8 
Please send me, without obligation, further information about § 
the new Wrico SIGN-MAKER 








Think of it! Absolutely no skill or training 
is now required to turn out signs equal to the 
work of a professional. Yet they cost lesa 
than half-a-cent apiece! 








Mail check or money-order today for immedi- 
ate shipment of your SIGN-MAKER. Or, if 
you prefer, send coupon for further details 
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TO THIS S7AR ITEM 


VLCHEK 
STAR ''S” WRENCH SET 


* Five handy wrenches with ten 
openings (%‘‘to 1) in a red spring 
clip container— natural black or 
cadmium plated finishes. A set that 


about everyone needs — and does 


it sell! Ask for catalog and prices 





a8, 


* 





me VLCHEK 10010. 


3001 E. 87th St., Cleveland, Ohio _ 








armament orders into plants where 
shortages of material have threatened 
shut downs. Orders are to be distrib- 
uted geographically, and the letting of 
sub-contracts is to be required. 


% * * 


“Repairs and Maintenance” 
Probably the most confusing step yet 
taken is the establishment of strict 
priorities over all steel. The intended 
granting of Al0 priority ratings for 
parts for “repair and 
promised a large relief, until O.P.M. 


maintenance” 


had to suspend this plan less than two 
weeks after its announcement. The tre- 
mendous flood of applications for forms, 
and direct requests for ratings for this 
purpose, so swamped the Priorities of- 
fice that a halt had to be called to re- 
vise and control the procedure. 


* * * 


Retail 
consumer 


trade booming—The 
buying power—the 
“hedging” toward future 
needs, and the intended limitations of 


rising 
continued 


later installment buying, keeps retail 
sales at a very high level—all out of 
proportion to summer “normals.” In 
the August 9th week, department store 
sales were 46 per cent ahead, and in 
the August 16th week were 40 per cent 
ahead of a year ago. Gains are reported 
largest in the South and the Mid-west, 
and smallest in the East and the North- 
west. 





* * * 
Installment buying New 
regulations of the Federal Reserve 


Board as to installment buying went 
into effect September Ist. The regula- 
tions call for a one-third down payment 
of the value of new and used auto- 
mobiles and provide that the credit 
must be cleared up within a period of 
18 months. 

Installment buyers of furnaces, water 
heaters, plumbing and sanitary fixtures, 
air conditioning 
fans, 
pianos must make a 15 per cent down 


ventilating 
new household furniture, and 


systems, 


payment of the value of each article. 
Mechanical refrigerators of less than 
12 cubic feet rated capacity, washing 
machines, ironers, vacuum cleaners, 
cooking stoves and ranges with less 
than seven heating surfaces, heating 
stoves, electric dishwashers, sewing ma- 
chines, radio sets, and musical instru- 
ments made of metal must be sold on 
the basis of a 20 per cent first down 
payment. In all these contracts, final 
payments must be completed in 18 


months. 
* a 


Employment’ spreading — 
Shortages and shifting of skilled labor 
are continually reported as a handicap 
to mill operators, but the rising tide of 
general employment has continued right 





through the summer. A dearth of farm 
labor has slowed and complicated all 
the gathering and movement of crops. 
WPA has announced a sensible plan 
whereby labor shortages in defense in- 
dustries may be relieved. Qualified en- 
rollees are to be sent to plants where 
workers are needed. During a trial 
period of four weeks, their wages will 
be paid by WPA. If they prove satis- 
factory to the employer, they will be 
retained on the defense plant payroll 
at the prevailing wage for the type of 
work to which they were assigned. 


* * * 


Commodity prices — Whole- 
sale commodity prices in the week 
ended August 16 held at the highest 
general level since the spring of 1930, 
the Bureau of Labor Statistics reported. 
Similarly, the Associated Press index of 
35 leading commodities on Aug. 21 
stood at 91.13 per cent of the 1926 
average—still at the 1941 “high,” com- 
pared to 69.49 per cent a year ago. 


* + * 


Farm prices — Tremendous 
rises in livestock prices, especially hogs, 





ERE THE INK WAS GOOD AND DRY-HED 
SHUT HIS TRAP AND SAY _GOOD-BYE- 





LEM LOSEM SOMETIMES GOT IN DUTCH- 
AE'D STICK ARO!'ND AND TALK TOO MUCH 


MUST TALK - 


70 GET THE ORDER ONE 
BUT, HAVING GOT IT, TAKE A WALK! 
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OPEN DISPLAY TRIPLES CHAIN SALES 


(Photo courtesy of American Chain & Cable Co., Inc.) 


Ernest F. Bond, department manager, reports that this mass effect, 


open display of chain, tripled chain sales for Patterson Brothers, 15 Park 

Row, New York City. Teri large display stands were used along with 

several smaller stands carrying reels of lighter chain, placed on top of 

the display table which also held sash chain in bags as well as a reserve 
supply of reels. 





brought these markets to the highest 
levels since 1929. On August 18, the 
three principal classes of live stock 
steers, hogs and lambs——averaged $11.25 
a hundred pounds, compared with $8.55 
a year earlier and $7.60 two years ago. 
An interesting recent news item was 
that farm prices for the State of Iowa 
as of July 15 were officially reported 
at 102 per cent of parity, the first time 
this objective has been achieved in 
any state since the A.A.A. was inaugu- 
rated. This basis was due to much 
higher prices for meat animals and 
dairy products—grains still being sub- 
stantially below a parity level. 


* * * 


News of corn—The depart- 
ment of agriculture, in a special mid- 
August report, forecast production of 
corn in 14 major producing states will 
be reduced to 1,889,172,000 bushels. 
This estimate compared with 1,997,- 
776,000 bushels forecast for August 
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1, and with last year’s production of 
1,840,992,000 bushels. 

The department said the reduction 
since August 1 in prospective yield was 
due to the recent dry, hot weather over 
much of the midwestern corn belt. 


* * * 


Industrial summary—lIn the 
week ended August 16, the Associated 
Press weekly index of industrial activ- 
ity, (1929-30 equaling 100) sagged 
slightly to 141.2 per cent, but compared 
with 109 per cent a year previously. 

The set-backs were especially notice- 
able in the steel and automobile indus- 
tries and in the cotton mills. The steel 
mills, which for months have been run- 
ning at virtual capacity, have encoun- 
tered a shortage of scrap, and in addi- 
tion some units have had to slow down 
for repairs. The automobile industry 
has slowed because of the change over 
from 1941 to 1942 model production. 
The cotton mills are reported to have 



















RicHt off the press comes the most 
unique book ever offered the hardware 
merchant . . the Berea Catalog and 
Merchandiser, devoted to telling you 
not only the items to buy, but how to 
sell them! Clear, concise, and interest- 
ing, this new book is a sales builder 
you will want to read and keep in your 
special file for ready reference. Send 
for it today . . it's free! 


BEREA ABRASIVES 


of The Cleveland Q: 


ver 
CLEVELAND, OHIC 











os 
menwwre O16) 
CLEVELAND 


ABRASIVES 


” For Your Profits Sake!" 












































CASTERS 


For everything that moves. From tea tables 
to ten ton trucks. 





When you sell Bassick you sell the best. Ask 
your jobber’s sal for Bassick Casters. 





THE BASSICK COMPANY 


sTateketst ketal Connecticut 





suffered from a curtailment in demand. 

Railroad freight loadings for the Au- 
16th totaled 890,374 cars, 
19.8 per cent over the corresponding 


gust week 
week of last year and the largest for 
any similar period since 1930. 
January 1, the 1941 increase over last 


Since 


year has been 18.18 per cert. 
me * % 

Building gains 

was a further substantial increase, about 


In July, there 


20 per cent over last year’s totals, in 
construction contract awards, the value 
of such orders rising to a total of $577,- 
392,000 for the 37 states east of the 
Rocky Mountains, according to F. W. 
Dodge Corporation. The July figure 
set a new peak for the year, and was 
the highest to be reported since June, 
1930. 

The further rise in July was caused 
largely by the growing volume of de- 
fense building, such construction ac- 
counting for some 42 per cent of the 





total. 

fense is now approximately double that 

of July a year ago. 
* 


Manufacturing building for de- 


* * 


Hunting regulations—A 60- 
day duck hunting season has been an- 
nounced by the Secretary of the In- 
terior, starting October 1 in the north- 
ern states, October 16 in intermediate 
states, and November 2 in southern 
states. 

In issuing 1941 regulations, the de- 
partment has left unchanged the 60-day 
season and the 10-a-day bag limit of 
last year, and has retained the prohi- 
bition against use of bait or live decoys. 
A clause has been added, forbidding 
the taking of water fowl! by using cattle, 
horses, or mules as blinds. 

As in recent years, hunters must 
plug repeating and automatic shotguns 
to a limit of three shells, and must not 
use guns larger than 10-gage. Shooting 


hours remain the same, sunrise to 4 p.m. 
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“THEY BOUGHT IT LAST WEEK TO ELOPE, NOW THEY WANT 
TO EXCHANGE IT FOR A SET OF KITCHENWARE ” 
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SALES OF 1,606 INDEPENDENT RETAIL HARDWARE 


Number of 


New England 
Maine 


Vermont & N. H. 


Massachusetts 
Rhode Island 


Connecticut 


Middle Atlantic 
New York 
New Jersey 
Pennsylvania 


East North Central 


Ohio 
Indiana 
Illinois 
Michigan 
Wisconsin 


West North Central 


Minnesota 
Iowa 

Missouri 
North Dakota 
South Dakota 
Nebraska 


Kansas 


South Atlantic 
Delaware 
Maryland 
Virginia 
West Virginia 
North Carolina 
South Carolina 
Georgia 
Florida 


East South Central 


Kentucky 
Tennessee 
Alabama 
Mississippi 


W est South Central 


Arkansas 
Louisiana 
Oklahoma 
Texas 


Mountain 
Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada 

Pacific 
Washington 
Oregon 
California 


Total 


Chicago 

Los Angeles 
Portland 

St. Louis 

San Francisco 
Seattle 








DEALERS IN THE UNITED STATES 

July, 1941 

Dollar Sales 
Percent Change 
firms July’41 July’4l 

report- 

States by Regions ing 











vs vs 
July’40 June’4l July 1941 July 1940 = June 1941 
81 +27 -2 826,925 650,132 846,494 
* 
12 +24 4 252,893 204,138 263,211 
45 +27 5 404,001 317,340 423,540 
* 
10 +37 + 2 56,720 41,492 55,423 
189 +20 6 1,326,349 1,102,285 1,418,052 
21 +10 - 5 120,206 109,481 126,559 
7 +12 15 72,448 64,510 84,985 
161 +22 6 1,133,695 928,294 1,206,508 
447 +24 6 2,879,309 2,328,250 3,057,857 
121 +24 - 7 946,739 761,583 1,021,101 
74 +22 7 406,970 334,346 437,305 
107 +17 6 627,962 534,465 666,290 
42 +22 —4 320,632 263,629 334,780 
103 +33 - 4 577,006 434,227 598,381 
248 +18 5 978,677 831,795 1,032,241 
29 +22 - 201,979 165,634 202,034 
63 +7 - 6 302,874 283,664 322,106 
47 +19 — 8 150,415 126,074 162,751 
8 +31 +10 38,111 29,090 34,791 
om” 
47 +15 2 119,386 103,393 121,756 
50 +36 12 156,751 115,614 179,072 
73 +21 2 487,948 403,132 498,615 
* 
9 +419 +15 88,479 74,121 77,239 
5 +39 +] 30,252 21,820 30,075 
10 +9 8 70,053 64,083 75,864 
22 +43 + 5 126,044 87,844 120,368 
20 + °3 —ll 95,504 92,586 107,037 
33 +32 - 6 245,317 185,602 259,840 
7 +31 - ] 46,797 35,623 47,228 
10 +34 6 130,973 97,891 139,646 
13 +28 8 58,862 45,828 63,788 
* 
123 +-22 - 7 777,043 635,687 838,530 
17 +29 +10 89,305 69,336 81,408 
* 
40 +12 l 161,530 143,952 163,597 
63 +25 12 504,696 403,844 574,660 
108 +25 + 1 907,681 725,277 895,002 
24 +25 +12 280,868 223,953 250,600 
20 +17 +1 134,157 114,728 132,890 
7 +11 + 3 31,520 28,472 30,517 
35 +20 + | 153,179 127,962 151,316 
8 +40 + 5 122,771 87,402 116,610 
oe 
Bee ee ete tenes nee 
204 +27 + 5 2,059,737 1,616,678 1,966,317 
19 +38 +22 335,783 243,835 274,583 
39 +38 +7 417,590 303,146 391,055 
216 +22 1,306,364 1,069,697 1,300,679 
606 +24 -3 10,488,986 8,478,838 10,812,948 
24 +19 -18 88,240 74,158 107,204 
31 +26 +10 216,198 172,182 197,279 
14 +68 + 4 45,791 27,316 43,845 
10 +36 - 1 31,016 22,775 31,242 
25 +22 + 1 112,551 92,502 111,437 
«x 








are not shown on this chart because of insufficient data. 


Census, U. S. Department of Commerce. 


* While stores in these states are included in grand total, figures for these states 


Compiled by Bureau of the 














Looking 
for a 
Hardware 


Store ? 


THe place to find it 
is under the heading of 
Business Opportunities 
in the Classified Oppor- 
tunities Section of the 
regular issues of Hard- 
ware Age. 

By watching the for-sale 
ads you'll be reasonably 
sure to secure a good 
paying business at a fair 
price or better still, let 
the trade know the kind 
of a store you are look- 


ing for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., 


New ‘vork City 
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FRICK-GALLAGHER MFG. COMPANY 


PURCHASES WELLSTON MFG. CO. 


Harold E. Blake, president and 
general manager of the Wellston 


Mfg. Co., Wellston, Ohio, has an- 





J. P. GALLAGHER 


nounced sale of its plant, good | 


will, name and inventory to the | 
Frick-Gallagher Mfg. Co., also | 
of Wellston, of which ; 3 P. Gal- 


lagher is president and general | 
manager. 
It is understood that the Wells- | 


ton company will continue in | 
operation and that the Frick- | 
Gallagher company has plans | 


| 
| 





ALLEN J. FRICK , 


| plant at a 
| sale 


| The 


| company will make no difference 


| Frick is 


to enlarge the working 


through addition of new machin- 
has 
| been made regarding the present 
plant in Jackson but the opera- | 
there 


ery. No definite decision 


will be continued 
for the time being. 


In 1939 Mr. Blake 
federal 


tions 


It was reincorporated shortly 


afterward. 

The Frick-Gallagher Mfg. 
was organized in 1932 and from 
a small 





PAUL H. FRICK 


one of Wellston’s major indus. 
tries, occupying a large floor 
space with modern machinery 


24 hours a day. 
of the Wellston 


and operating 
purchase 


in the operation of the 
Frick-Gallagher plant which will 


present 


be kept intact. 


| 
and general manager of the Frick- 
Gallagher Allen J. 
| Frick is vice-president in charge 
| of the New York office and Paul 


Gallagher is president 


company. 


secretary-treasurer in 
charge of the Philadelphia office. 


bought the 
bankruptcy 
and has operated it since. 


Co. 


| 


force | 


| 


| products, 


| 


| ton, 


PACIFIC COAST AGENTS 


NAMED ASSISTANT SALES 


FOR TROJAN SAW PRODUCTS | MANAGER, ALLIANCE MFG. 
Ackermann, Steffan & Co., | LAWN TOOL DIVISION 
manufacturer of “Trojan” saw| R. F. Doyle, sales manager of 


Chicago, Illinois, announces the 
| appointment of Hughson & Mer- 
1944 Market Street, 
Francisco, Calif., to act 
representatives on the 

Coast and Intermountain 
tory, effective September 1, 
merly covered by the late 
ford Plummer. 


Pacific 
terri- 
for- 
San- 


| ALUMINUM CO. OF AMERICA 


beginning has become | 








WILL OPERATE FOUR 
ADDITIONAL PLANTS 


The Aluminum 
America, Pittsburgh, Pa., an- 
announces that negotiations have 
been completed and a contract 
made with Defense Plant Corpo- 
ration acting for the United 
States for the construction and 
operation of an alumina plant 


4532 Palmer Street, | the Alliance Mfg. Co., 


San | 
as its 


Company of | 


in the state of Arkansas with an | 


annual capacity of 400,000,000 
pounds, and for the construction 
and operation of three aluminum 
smelting plants, one at Massena, 


N. Y., with an annual capacity 
of 150,000,000 pounds, another 
in the Portland, Oregon, district 


with an annual capacity of 90,- 
000,000 pounds, and a third in 
Arkansas with an annual capac- 
ity of 100,000,000 pounds. 

The Aluminum Company also 
announces that the price of ingot 
aluminum will be 
17 cents to 15 cents per pound 
on shipments made after Sept. 
30, 1941, and that reductions 
will be made in the price for 
fabricated aluminum in conform- 
ity to the ingot price reduction. 


NEW YORK GOLF CHAMP 


Sherrill Sherman, president 
Roberts Hdwe. Co., Inec., Utica, 
N. Y., won the senior golf 


championship of the New York 
State Golf Association at the 
Troy Country Club, Troy, N. Y., 
July 26. His winning the 18th 
hole in the finals gave him the 
championship. 





| 


| position with the 


reduced from | 





Alliance, 
Ohio, has announced the appoint- 





JOHN BENTIA 


ment of John Bentia as assistant 
sales manager, lawn tool division. 
Mr. Bentia, after graduating 
from college where he studied 
steel analysis and took special 
hardware courses, became associ- 
ated with the Alliance Drop 
Forge Co., manufacturer of vari- 
ous hardware forgings. He re- 
signed a year ago to accept a 
Alliance Mfg. 
Co. 


UTILITY ELECTRIC CO. 

CHANGES FIRM NAME 
The Utility Electric Co., 620 
Tower Grove Ave., St. Louis, Mo.. 


has announced change of its 
name to The Toastwell Co. 
“Toastwell” is the company’s 


brand name for its toasters and 
other heating hsrstrenaay 


ARMSTRONG-BRAY & CO. 

MOVES TO NEW PLANT 

Armstrong-Bray & Co. has an- 
nounced the occupancy of its 
new modern factory building at 
5364-78 Northwest Highway, Chi- 


cago. 
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MARK J. LACEY REELECTED PEXTO HEAD; 
STOCK GRANTS FOR SOME EMPLOYEES 


Mark J. Lacey reelected 
president and general manager 
of The Peck, Stow & Wilcox Co., 


was 





MARK J. LACEY 


Southington, Conn., at the recent 
annual meeting of the stockhold- 


CHANGES IN PREMIER 

VACUUM SALES STAFF 

R. B. Wilson, executive vice- 
president and sales manager of 
the Premier Division, Electric 
Vacuum Cleaner Co., Inc., Cleve- 
land, Ohio, recently announced 
the appointment of E. R. Berk- 
eley as New York division sales 
manager, effective 
Berkeley New York 
from Chicago where he was divi- 
sion sales manager for the Pre- 
during the past 


moves to 


mier company 

four years. 
Premier’s Chicago _ territory 

has, in turn; been given to H. U. 


Mann, who recently announced 


his resignation as wholesale sales | 


manager of the Premier company 
effective August 1 in order that 
he might become a manufactur- 
ers’ agent on major appliances. 

Mr. Berkeley replaces L. R. 
who has been New York 
division manager during the past 


Beavis, 
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August 1. Mr. | 


| ers. Other officers reelected were: | 


Major Frank L. 
| Wilcox; secretary-treasurer, Sam- 
uel C. Wileox; assistant 
ltary, Ralph W. Hurlbut. Direc- 
tors: Dewey S. Blakeslee, Edwin 
S. Todd, Major Wilcox, George 
|S. Case, Samuel M. 
| Lacey, Samuel C. 
| Paul B. Sessions. 


Coincident 


| vice-president, 


secre- 


and 


Wilcox 
with the election 
of officers it was announced that 
a wage increase of 5 per cent 
(third wage increase within a 
year) become _ effective 
Sept. 2 and that certain office 
employees would receive outright 
a gift of Pexto stock and _ that 
each of the company’s foremen 
would receive 10 shares of stock 
in addition to his wage increase. 
“The distribution of the shares 


would 


| mier 
| turned 


Stone, Mr. | 


| comes as a reward for promoting | 


the company’s interests in both 
| effort and attitude and as an ex- 
| pression of the management’s ap- 
preciation. 


five years. Mr. 
izing his own distributing firm. 


Central Avenue 
ark, N. J., 


counties in New Jersey as well 


as a few counties in New York 
State. It is further 
that Mr. Beavis’ 
lover the Premier 


| offices in Newark, N. J., 


| both sales and service will be 
|handled from this point. Mr. | 
| Beavis stated that although he | 


| planned to distribute 
| Cleaners exclusively for the time 
| being, at a later date 
take 
lines. 

For the time being, Mr. Mann 
is taking over the Premier com- 
pany’s Chicago offices and its en- 
tire wholesale sales organization. 
Mr. Mann will handle the distri- 


bution of Premier Vacuum Clean- 





of Indiana 


ers in Iinois, Missouri, parts 


and lowa. The for- 
mer Chicago and New Jersey ter- | 
ritories are the only 
which the distribution of Pre- | 
entirely 
anyone not di- 
rectly connected with the Pre- 
mier Division of the Electric 
Vacuum Cleaner Co., Ine. 


ones in 


Cleaners is being 


over to 


| pany, the 





“GRAND” RANGE ACQUIRES 
MORE FOUNDRY SPACE 


A large foundry has 
leased by The Cleveland Co- 
Operative Stove Co., Cleveland, 
Ohio, manufacturer of “Grand” 
kitchen ranges for natural, manu- 
factured and liquefied petroleum 
James 
com- 


been 


According to 
president of the 
additional space 


gases. 
Mitchell, 


was 


| essential in the face of “a steady, 


SALES SHIFTS MADE 

BY DETROIT REX | 
Effective Sept. 1, 1941, S. A. | 
Harris has been appointed east- 


ern regional manager for Detroit 
Rex Products Co.. Detroit, Mich. 
W. F. Newbery, formerly eastern 
regional manager, 
moted to the general 

Detroit on special duties. 


has been pre- 
office at 


| ‘Grand’ 


rapid increase in the demand for 
gas ranges.” 

The new foundry, 
molders, is 


with its 50 
expected to add 
some 20 per cent to 25 per cent 
to the firm’s previous foundry ca- 
pacity, and will be placed in full 
soon as extensive 
remodeling is completed and 
machinery and equipment 
been installed. 


operation as 


new 
hav e 


W. E. TIEMANN ELECTED PRESIDENT 
TIEMANN HDWE. & SUPPLY CO. 


Tiemann was re- | 


Walter E. 


| cently elected president of the 


| Tiemann Hdwe. 


Beavis is organ- 


which is to be known as Premier | 
Vacuum Cleaner Distributors, 3! | 
Building, New- 


and will cover eleven | 


understood | 
firm has taken | 
Company’s | 
and that 


Premier | 


he may | 
on several other appliance | 


& Supply Co., 








WALTER E. TIEMANN 


wholesale firm at 2647 sania 
Blvd., St. Louis, Mo., to succeed 
Otto E. Tiemann, who has re- 
tired because of serious illness. 
W. E. Tiemann was formerly 
vice-president and has been as- 


sociated with the company for 
more than 30 years. 


George W. Gardner of St. 


Louis, who has had some 20 
years’ experience in the sales 


field with various companies has 
been elected vice-president. Other 
officers elected are: Secretary, 
Henry G. Vogts, with the 
pany for 10 years and treasurer, 
H. Huebner. 


com- 


George 





GEORGE W. 


GARDNER 





RETAILERS TO AID TREASURY 
DEFENSE STAMP SALES 


Final plans have been com- 
pleted in a nation-wide program 
for the sale of defense savings 
stamps in 1,800,000 retail stores 
whose owners have enlisted in a 
“mass merchandising effort for 
the duration,” it was announced 
by Major Benjamin H. Namm, 
chairman of a special retailers’ 


advisory committee appointed by 
y | 


Secretary of the Treasury Mor- 
genthau. 
Although September 16 has 


been set for the start of an in- 
tensified effort, Major Namm 
said, the stores are being encour- 
aged to proceed immediately 
with the sale of stamps to their 
80,000,000 daily shoppers, and 
4,600,000 employees. An educa- 
tional program will be carried on 
among the employees to train 
them in encouraging customers 
to invest in the purchase of de- 
fense stamps. 

National merchant groups are 
represented Major 
the nation-wide 
program wiil be integrated with 


on Namm’s 


committee and 


| Roland Jones, National 


the efforts of 48 state chairmen | 





jof Defense Savings Committee. 


Post offices throughout the 
country will begin selling De- 
fense Stamps within a few weeks. 


This will bring to 26,000 the 
number of post offices offering 
Defense Stamps to the public 


throughout the country. 
Following are the names of the 
retail executives who presented 
their plan of cooperation to Sec- 
retary Morgenthau: Lewis Cole, 
National of Food 
Chains; Tyre Taylor, National 
Association of Retail Grocers; 
Robert J. Wilson, National Res- 
taurant Association; Franklin 
Moore, American Hotel Associa- 
tion; John B. Fitch, Institute of 
Distribution; Louis Kirstein, 
American Retail Federation; 
Thomas K. Ruff, National Retail 
Hardware Association; J. Hud- 
Hufford, National As ocia- 
Retail Furniture Dealers; 
Associa- 
tion Retail Druggists; F. W. 
Griffiths, National Association of 
Chain Drug Stores, and E. C. 
Mauchly, Limited Price Variety 


Stores 


Association 


son 
tion 


Association. 


CIVILIAN AND DEFENSE EXPOSITION 
PLANNED FOR NEW YORK, SEPT. 20-OCT. 18 


September 20 to October 18 
are the dates decided upon for 
the Civilian and National Defense 
Exposition, which is to be staged 
in Grand Central Palace, New 
York. This is to be a compre- 
hensive presentatien of industrial 
and commercial activity on the 
Defense program. The organiza- 
tion developing the project is 
The Defense Exposition, Inc., a 
non-profit corporation. All profit 
above actual expenses will 
divided between two beneficiaries 

the United Service Organiza- 
tions and the Office of Civilian 
Defense. Guiding the venture is 
a general advisory committee of 
more than 40 distinguished citi- 
zens, of which George A. Sloan, 
Commissioner of Commerce for 
New York City, is chairman. C. 
N. Nichols, executive director of 
the New York Convention Bu- 
reau of the Merchants Associa- 
tion of New York, is executive 
assistant to the chairman, and 
Almon R. Shaffer is managing 
director. 

It is planned to educate the 
public on the subject through 
interesting exhibits and graphic 
demonstrations of its specific 
part in the vital program and to 
offer opportunity to manufac- 
turers, large and small, to show 
how they are cooperating. In- 
quiries regarding space may be 


be 


70 





addressed to headquarters, Grand | ; : 
| now being shown for the holiday 


Central Palace, New York. 

A feature of the opening week 
will be a Defense Clinic endorsed 
by the OPM (Office of Produc- 
tion Management). Exhibits on 
the four floors of the Defense 
Exposition (nearly four acres in 
area) will place emphasis on the 
Civilian side of the problem; 
how citizens—men, women and 
children—are being organized to 
cooperate with the Government 
authorities, city and state police 
and Army and Navy. Much new 
defense equipment now being 
turned out by numerous huge 
factories, and which the public 
has not yet seen, will be ex- 
hibited. There will be military 
and naval displays of new mech- 
anized armored equipment and 
aircraft, field guns, machine guns 
and modern implements of war; 
some of the things the Army and 
Navy have to offer recruits and 
much else of timely interest; 
sound films of air raids and com- 
bats that have taken place in 
England and on the Continent; 
how Defense works in time of 
emergency will be shown. Visi- 
tors will be able to learn how an 
anti-aircraft battery actually ope- 
rates, as well as many other 
things. What to do in case of 
an air raid; how to handle in- 
cendiary bombs; how to apply 





first-aid emergency’ treatment. 
These are but a few of the vital 
things to be demonstrated in a 
great and moving exposition of 
America’s vital problem. 





WITTEK MFG. EXPANDS 
PLANT FACILITIES 
The Wittek Mfg. Co., 4305 
West 24th Place, Chicago, manu- 
facturer of “Noc-Out” hose 
clamps, is making its second in- 
crease in plant facilities since 
the first of the year. According 
to B. A. Tetzlaff, president, the 
new addition, adjacent to its 
present address, will be an in- 
crease of 10,000 square feet of 
floor area. Orders for hose 
clamps for defense purpose 
from both the aircraft and the 
automotive industries have again 
forced the company to enlarge 
its manufacturing capacity. 


BURLINGTON BASKET HAS 
WEST COAST DISPLAY 


The Burlington Basket Co., 
Burlington, Iowa, has established 
a permanent display of “Hawk- 
eye” hampers, bastinettes, 
clothes baskets, picnic baskets 


and specialties in Room 551, 
Merchandise Mart, San Fran- 
cisco. It will be in charge of 


Harry Cramer, northwestern rep- 
resentative of the company. Buy- 
ers are invited to visit the Hawk- 
eye display and see the new lines 


| trade and for the spring of 1942. 





SIMONIZ GOES FAIR TRADE 


The Simoniz Co., Chicago, Ul., 
has announced that minimum 
Fair Trade prices have been es- 
tablished on “Simoniz” and 
‘“Simoniz Kleener” in all states 
having fair trade laws. The Fair 
Trade prices became effective 
Aug. 15, 1941, and are: 49 cents 
each fer 7 oz. “Simoniz”; 20 oz. 
liquid “Simoniz Kleener”; 12 oz. 
paste “Simoniz Kleener”; com- 
two, 95 cents, 
for pound 


bination of any 
and 89 
“Simoniz.” 


cents one 


X CLUB SWITCHES 
MEETING TIME 


The Hardware X Club, as 
voted at the Memphis, Tenn., 
meeting, will henceforth hold 
luncheon meetings in place of 
dinner meetings, the next, Tues- 
day, October 14, at 12:30 p. m. 
in the Green Room, Marlbor- 
ough-Blenheim Hotel, Atlantic 
City, N. J. That meeting will be 
held during the convention of the 
National Wholesale Hardware 
Association and American Hard- 
ware Manufacturers Association 


at Atlantic City, Oct. 13-16. 


Candidate For Kentucky 
Assembly 





COL. F. E. MORANCY 


Col. Frank FE. Morancy, 
Versailles, Ky., recently an- 
nounced his candidacy for the 
Kentucky General Assembly in 
the November election. Re- 
turns from the August Demo- 
cratic Party primary gave Col. 
Morancy a 25 per cent margin 
over his opponent which his 
supporters say is definite indica- 
tion that his election to a seat in 
the Assembly as representative 
| from Woodford County is a 
| surety. 

Prior to his retirement from 
| hardware activity in 1938, Coll. 
Morancy was district sales 
| manager for the Remington 
| Arms Co., Inc., in the south- 
eastern district. Up to that 
time he had spent more than 
| 30 years in the ammunition in- 
dustry with Remington and 
with the Western Cartridge 
Co., serving the latter company 
in every sales capacity. 











CONSOLIDATED WIRE AND 
ASSOCIATED CORP. MOVES 


Consolidated Wire & Associ- 
ated Corporation has moved all 
production and general office fa- 
cilities to new and larger quar- 
ters at 1635 S. Clinton St., Chi- 
cago, Ill. The company’s preducts 
include radio, electrical and au- 
tomotive wires, aerial wires and 
kits, resistors, volume and tone 
controls, radio coils, test equip- 
ment, fluorescent lamps, and 
other electrical accessories. 

F. E. MYERS CHANGES 

ST. LOUIS WAREHOUSE 


The F. E. Myers & Bro., Co., 
Ashland, Ohio, has announced 
change of its St. Louis, Mo., 
warehouse facilities from the St. 
Louis Mart to the St. Louis 
Terminal Warehouse Co., Ware- 
house No. 6, 801 South Eleventh 
St. Mail orders henceforth 
should be addressed to the St. 
Louis Terminal Warehouse Co., 
826 Clark St. 
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NOXON, INC., PURCHASED 
BY S. GUMPERT CO. 


Ownership of Noxon, Inc., 


maker of “Noxon” metal cleaner 


polish, no-rubbing wax and in- 
secticide, with plants in Phila- 
delphia, Pa., and Newark, N. J., 


has been acquired by S. Gum-} 


pert Co., Inc., Ozone Park, New 
York. Since August 15 when 


the purchase was consummated, 


the firm has been operated as a 
subsidiary of the Gumpert Com- 








vice-president and 


)G. Janover, 
and Howard 


general manager, 


|G. Janover, treasurer, who hold 
|similar offices in 


the Gumpert 
jcompany. The latter firm manu- 
| factures and markets specialty 
food, flavoring and similar prod- 
ucts in the hotel, institutional, 
restaurant, ice cream manufac- 
turing and bakery fields. 

The main office of Noxon has 
been transferred from Chrysler 
| Building, New York City, to the 














pany. ‘Gumpert plant at Ozone Park. 


Officers of Noxon, Inc., under |The “Noxon” brand name will 
the new ownership are Daniel | be continued under its new spon- 
W. Janover, president; Robert | sorship. 
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KITCHENS TAKE TO THE ROAD: Above is a novel adver- 
tising medium for kitchens and kitchen units successfully used 
by the Wright & Wilhelmy Co., wholesale hardware concern of 
Omaha, Neb. This traveling show room is outfitted with a special 
body and attractively painted to catch the eye. Inside are three 
“YPS” kitchen ensembles, one illustrated below, set in a back- 
ground that carries out the kitchen theme. 
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Nail Holding Clau Hammers 


eR AN RT ALT SEE 


For more, much more profit- 
able hammer business—to- 
day and through the years 
to come—sell Cheney, the 
only nail holding claw 
hammers made. Available 
in popular models and 


weights. 


Order a few dozen -today 
and ask for the Sales Maker 
demonstrator-display. 


HENRY CHENEY HAMMER CORP. 
FACTORY: LITTLE FALLS, N. Y. 
SALES OFFICE: 302 BROADWAY, NEW YORK 


~ 


N 


The Sale 









GIVE ME SOME 
KESTER METAL MENDER 
TOO! B 


iat 


That Suggests Itself! 


Keep Kester Metal Mender out, where your 
customers can see it! It sells on sight . . . and it 
does its own “suggested selling”’. 


The attractive Kester carton, a self-contained 
counter display—near the cash register or with 
the wiring supplies—will make many an addi- 
tional sale for you, without your saying, “How 
about some Kester Solder?” 


Your customers will like Kester Metal Mender 
—and they’ll like you for selling it to them— 
because its acid core makes it simple to use and 
the purity of the virgin alloys in it assures per- 
manent, workman-like results. 


Check your stock of Kester Metal Mender and 
order from your jobber, today! 


KESTER SOLDER COMPANY 


4207 Wrightwood Avenue Chicago, Illinois 


Eastern Plant: Newark, N. J. 


Canadian Plant: Brantford, Ontario 


KESTER 


METAL MENDER 










“Repair For Defense” 


Rallies Building 


Industry For Defense Cooperation 


“Repair for Defense,” a theme 
stressing property preservation 
and the remodeling of homes in 
defense areas, will be the basic 
appeal of a new repair campaign 
sponsored this fall by the build- 


ing industry. financial  institu- 
tions and the Federal Housing 


Administration. 

To convert old homes into de- 
fense housing and to prepare 
the “home front” for its job as 
the bulwark of America’s de- 
fense, articles and advertisements 
in newspapers and magazines, 
radio sta- 
tions, window and transportation 
posters, local demonstrations, 
booklets, and other means of 
public education are being made 
ready throughout the nation. 
Brand new provisions of FHA’s 
property repair (Title I) plan 
will back up the new drive with 
proper financing facilities. 

The 1941 program, aimed ex- 
clusively at defence production 
areas, will encourage the con- 
version of old houses into mul- 
tiple-family dwellings or room- 
ing or boarding residences. The 
new program will make strong 
use of the slogan “Defense calls 
for Home Repairs.” Builders, 
contractors, financial institutions, 
material manufacturers, dealers, 
and others will cooperate to 
spread this theme from coast to 
coast through national and local 
advertising. The entire program 
is modeled after previous success- 
ful campaigns by the building 
and allied industries. 

All who participate will be en- 
titled to material 


announcements over 


educational 


& 


CALLS FOR 


HOME 
REPAIRS 


OUTSIDE £ + 


A 





FEDERAL HOUSING ADMINISTRATION 
WASHINGTON, OD. C. 





|“REPAIR FOR DEFENSE” is 
|the slogan that is expected to 
| stimulate the conversion of old 
|houses into multiple-family 
| dwellings or rooming residences 
|in defense areas. The i'lustra- 
|tion is of an envelope-size fol- 
| der for direct mail or over- 
counter distribution explaining 
how to repair on the FHA plan. 


supplied by the Federal Hous- 
ing Administration without 
charge. Requests for booklets, 
window display material, dealer 
helps, etc., should be addressed 
to the Division of Education, 
Federal Housing Administration, 
Washington, D. C. 





SEEK VOLUNTARY CONTROL OF 
, UNFAIR TRADE PRACTICES 


How can constructive, coopera- | fair Business Practice Committee, 


live action on the part of busi- | 
establish joint 
machinery for the self-policing 
of unfair or unethical business 
practices he established within 
the laws as they now exist? 

This question is described in a | 
study made public by the Com- | 
mittee for the Voluntary Control | 
of Unfair Business Practices, of 
which Lincoln Filene of Boston 
is chairman. The study points | 
out that unfair or unethical trade | 
practices in business, occurring 
buyer-seller rela- | 
tionship takes place, constitute a 
heavy economic burden both on 
business and on the consumers. 
For years the Committee has ad- 
vocated control and elimination 
of these practices through self- 
policing machinery. 

The study describes in detail 
the cooperative plan of the Un- 


ness groups to 


wherever the 





and reveals the result of ques- 
tionnaires answered by represen- 
tative trade associations through- 
out the country, commenting on 
the Committee’s plan. 

Copies of the study may be 
had without charge by writing to 
the Committee for the Voluntary 
Control of Unfair Business Prac- 
tices, Rm. 404, 80 Federal 
Street, Boston, Massachusetts. 


LEAVES LAMSON & 
GOODNOW 


Herbert S. Cook resigned as 
vice-president and sales manager 
of the Lamson & Goodnow Mfg. 
Co., Shelburne Falls, Mass., on 
July 1. Mr. Cooke is now Mas- 
sachusetts representative for 
Prentice-Hall, Inc., New York 
City. 
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Com pliance Section, Inventory Control, 
Priorities Field Service Consolidated | 


Creation of a new Compliance | vice area, have all become inter- 


0 ~ . ee Ss 
and Field Section within the Di- | 


related. Because of this, it has 


vision of Priorities, to consolidate | been decided to consolidate all 


and coordinate the program and 


these related activities within one 


activities of the Compliance Sec- | section. 


tion, the Priorities Field Service, | 


and Inventory Control, has been 
announced by E. R._ Stettin- 
ius, Jr., director of priorities. 

The new control section will 
he headed by L. J. Martin, as- 
sistant deputy director, and will 
combine and handle all the func- 
tions hitherto performed sepa- 
rately by the operation units 
named. 

Working with Mr. Martin as 
senior consultant will be E. C. 
Laird, Jr. J. H. Ward will be 
assistant to Mr. Martin. L. 
Edward Scriven will direct opera- 
tions of the Compliance Unit and 
the Field Service organization. 
Mr. Ward, Mr. Laird and Mr. 
Scriven are assistant deputy di- 


rectors. Mason Manghum will 


head an industrial contact and | 
education unit of the new section. | 


With the development of a 
clear-cut pattern for the opera- 
tions of the priorities system, the 


work in compliance, in industrial | 


contact and education, in inven- 


tory control and in the field ser- | 


Under the direction of Mr. 
| Scriven, who will continue to di- 


| rect activities in field offices, the 


| following offices have already 
| been opened: Boston, New York, 
| Philadelphia, Atlanta, St. Louis, 
| Kansas City (branch of St. 
| Louis), Chicago, Cincinnati, 
| Cleveland, Denver, San Fran- 
cisco, Pittsburgh, Dallas, Detroit, 
Los Angeles, Seattle. 

Complete facilities have been 
| provided in each of these offices 
| for assisting producers and manu- 
|facturers. The district offices 
| also are to be used by all of the 

industrial branches and com- 

modity sections of OPM for 
| checking inventories or for any 
other special work in connection 


with priorities. 

Mr. Manghum, in supervising 
the work of the industrial con- 
| tact unit, is arranging a series of 
| regular priorities training courses 
for business men and for mem- 
bers of their staffs which have 
been assigned to priorities mat- 
ters, 


POT AND KETTLE CLUB NEWS 


The Associated Pot and Kettle 
Clubs of America are getting 
under way with the appointment 
of a general committee on con- 
vention by president Harry O. 
Davis, Savory, Inc., to consist of 
the following _ past-presidents: 
Chairman, G. A. Hallenscheid, 


president, Hallenscheid & Me- | 


Donald, Los Angeles, Calif.; W. 
S. McCune, Wagner Mfg. Co., 
Los Angeles; Francis Regan, 
Union Hdwe. & Metal Co., Los 
Angeles; George Slater, Volrath 
Co., Los Angeles; C. A. L. Wil- 
son, Corning Glass Works, Los 
Angeles. 

Results of the bowling finals 
of the Los Angeles Pot and Kettle 
Club resulted in the “Pots” beat- 
ing the “Kettles” by winning 40 
games and losing 33. Members 
of the winning team are: Captain 
Jack Badham, Howard Sargent, 
Al Tengwald, Lewis McAlister, 
Art Wheeler, Frank Hartford, 
Jack Baldwin, Al Fisher, Weldon 
Read and Bill Hitt. All will be 
presented with trophies at the 
first fall meeting of the club. 
Members of the “Kettles” are: 
Leonard Fiske, Bill 
Woolston, Carroll 


Captain, 
Smith, Bill 
Walker, Marshall 

Dave Sanford, Judd 
Paul MecCullock, Art Hitt. Lynn 


SEPTEMBER 4, 1941 


N i edecker, 
Pohlson, 


Hall and Al Baker. Bill Smith 
won the trophy for high average 
for the season, bowling an aver- 
age of 175. Lewis McAlister 
took the combination trophy for 
| high series and high game, a 
} 

| 





series of 585 and a high game 
lof 245. 

The Seattle club started its 
fall luncheons, Tuesday, Sept. 2, 
and will hold one every Tuesday 
| thereafter in the Vikings Room 
| of Dolly Madison’s, 5th and Pike 
Sts., Seattle. Officers of the club 
are: President, A. J. Martin, 
Mary Kelly, Inc.; first vice- 
president, Theodore Rueger, 
John T. Rowntree Co.; second 
vice-president, J. Graham Cairns, 
Seattle Hdwe. Co.; treasurer, J. 
F. Barker, N. W. Metal Products 
Co.; secretary, Sam Maisels, 
Drip-Cut Sales Co. 

The San Francisco club meets 
for lunch every Friday in the 
Green Room of the Western 
Merchandise Mart. Officers to be 
installed are: President, L. W. 
Sauer (Anchor - Hocking); vice- 
presidents, Homer Wilson (White 





Frank Overbeck (Dunham-Car- 
rigan & Hayden) ; corresponding 
secretary, Fred Wigmore (Enter- 
prise) ; recording _sccretary, 
Homer Meek (Nesco), and trea- 
surer, George Kock (Smokador). 





House); Jack Jackson (Protex), | 





NOTICE 


MINIMUM RETAIL PRICES 
NOW IN EFFECT 


On Simoniz and Simoniz Kleener... 


in All States Having Fair Trade Laws 


Tem. . «. « « Se 
20 oz. Liquid Simoniz Kleener 


12 oz. Paste Simoniz Kieener 


49: 


Combination of any two... 95: 


1 LB. SIMONIZ 


89¢ 






These minimum prices have been 
established by Fair Trade Contract. 
Even those not a party to the 
Simoniz Fair Trade contract are 
governed by its provisions. To pro- 
tect the interests of all dealers min- 
imum prices on Simonizand Simoniz 
Kleener must be rigidly enforced 

The prices shown above become 
effective as of August 15, 1941 


THE SIMONIZ COMPANY, CHICAGO, U.S.A. 











“Paint Protects America” Theme of Paint 
Industry’s Defense Cooperation 


A silhouette map of the United 
States bearing the words “Paint 
Protects America” is the new 
emblem-slogan emphasizing the 
paint industry’s all-out effort for 


U. S. Defense cooperation. A | 


sheaf of proofs of the new em- 
blem, which is copyrighted by 
the National Paint, Varnish & 
Lacquer Association, Inc., 1500 
Rhode Island Ave., N. W., Wash- 
ington, D. C., in the form of 


electrotypes of seals for use in | 


adverticements on letterheads, 
envelopes, business cards and of- 


fice forms, in both one and two 
window | 


colors and _ stickers, 
streamers, decalcomanias for use 
on doors and windows, mixing 
paddles, salesmen’s brief cases, 
auto windshields and throughout 


retail stores, truck signs and but- | 


tons is now being mailed to 
members of the industry. 

The seals vary in size from 3 
inches in width to % inch, and 
are listed in both one and two 
colors at prices varying accord- 
ing to quantities ordered, as is 
the case with other types of 
material. The stickers come in 
two colors on white, either gum- 
med on the front side or un- 
gummed. Large ones, size 5 
inches by 3% inches are for 
doors, cashier cages, wet paint 
signs and for use throughout re- 


tail stores. Smaller ones 1% 


back. The colors used generally 
in the material are red and blue 
on white for the two-color pieces. 

The window streamers come in 
| two sizes, 28 inches by 6% 
inches and 10 inches by 12% 
| inches, die-cut. The decalco- 
manias, size 74% inches by 5 
| inches, are in blue, red, white 
| and gold, of the slide-off type. 
They are suggested for use on 
doors and windows, mixing pad- 
dles, on salesmen’s brief cases, 








auto windshields and throughout 
retail stores. The truck signs are 
54 inches by 36 inches, red and 
blue on white, completely water- 
proof. The lapel buttons are 9/16 
of an inch in diameter, red and 
blue on white. 

Material to come includes a 
booklet for consumers, dealers 
and painters, entitled “How Paint 
Protects America,” a farm book- 
let entitled “Paint Protects 
America’s Farms,” radio adver- 
tising “spots” for use by manu- 
facturers, dealers and painting 
contractors. 





| Duck hunters will have 60 
days of shooting again this fall, 
with a bag limit of 10 birds and 
a possession limit of 20, includ- 
ing both canvasback and ruddy 
ducks, two species for which only 
| a three-bird limit was permitted 
| last year, according to Federal 
Migratory Bird Regulations an- 
nounced August 20 by the Fish 
and Wildlife Service. In addi- 
tion, 15 states will permit the 
| possession of one wood duck, a 
species totally protected in 1940. 
Shooting hours will continue to 
be from sunrise to 4 p. m. for 
waterfowl and coots; other spe- 
cies, sunrise to sunset. 

The goose and brant limit will 
be continued at three a day or 
six in possession, except that the 





. , . | . . . . 
inches by 1% inches are for en- | blue goose limit will be increased 


velopes, packages, mailing con- 
tainers, and paint price lists. 


The small ones are furnished in 
sheaves of 25, gummed on the 










land, Ore., Aug. 
Washington, and Idaho, were 


the fall and holiday merchandise of hardware, 
housewares, and electrical appliances, and new 
and attractive gift lines. Entertainment included 
a dinner at which Thomas L. Willis, president 


74 


to six a day if no other geese 
are taken, while limits of three 
geese a week are provided for 





MERCHANDISE AND MERCHANDISERS were 
brought together at the mid-summer convention 
of the Northern Wholesale Hardware Co., Port- 
34. Dealers from 


heavy concentration areas in cer- 


Oregon, 
on hand to view 
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tain counties of North Carolina, 
Illinois and California. The 
shooting of swan and Ross’s 
geese will be prohibited, as here- 
tofore, as will the shooting of 
snow geese in Idaho, and of 
and brant in the 
Atlantic 


snow geese 
states bordering the 
Ocean. 

There will be no open season 
for Wilson’s snipe, sometimes 
called jacksnipe, the mourning 
dove season will be reduced to 
42 days, and the use of cattle, 
horses or mules as “blinds” will 
be prohibited. Use of live de- 
coys and baiting continue for- 
bidden. Ohio is included in the 
Northern instead of the Interme- 
diate zone as heretofore, and 
New Mexico is shifted from the 
Intermediate to the Southern 
zone. 

The 60-day waterfowl season: 
for the United States will start 
on the following dates: 





of the company, greeted the gathering. 
sessions of the convention 
the necessity of close cooperation among busi- 
ness men and the discussion of the effects of 
war defense on civilian demands. 


Northern zone—October 1— 
includes Maine, New Hampshire, 
Ohio, Michigan, Wisconsin, Min- 
nesota, North Dakota, South 
Dakota, Wyoming and Montana. 

Intermediate zone—October 16 
—includes Massachusetts, Rhode 
Island, Connecticut, Vermont, 
New York, New Jersey, Dela- 
ware, Pennsylvania, West Vir- 
ginia, Kentucky, Indiana, Illi- 
nois, Missouri, Iowa, Nebraska, 
Kansas, Oklahoma, Colorado, 
Utah, Idaho, Nevada, Washing- 
ton, Oregon and California. 

Southern zone—November 2— 
includes Maryland, Virginia, 
North Carolina, South Carolina, 
Tennessee, Georgia, Florida, 
Alabama, Mississippi, Arkansas, 
Louisiana, Texas, New Mexico 
and Arizona. 

Other territory covered by the 
new regulations, with starting 
dates of the 60-day waterfowl 
season are: Porto Rico—Decem- 
ber 15; Alaska, Fur Districts 1] 
and 3—October 1, rest of terri- 
tory—September 1. 

The waterfowl season will also 
apply to coots as formerly. Con- 
necticut has been added to the 
New England states having spe- 
cial seasons for the taking of 
sometimes called “sea 
coots.” In addition to regular 
seasons for taking scoters on land 
or water, they may be taken be- 
yond outer harbor lines as fol- 
lows: Maine and New Hamp- 
shire—September 15-30, Connec- 
ticut, Massachusetts, New York 
and Rhode Island—September 
15-October 15. 


scoters, 


Other 
included talks on 
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OBITUARIES 





R. A. SUNDVAHL 
Richard A. Sundvahl, 57, Chi- 
cago district manager for the 
Corbin Screw Corp. and Corbin 
Cabinet Lock Co., New Britain, 





R. A. SUNDVAHL 


Conn., passed away suddenly, 
August 22. His death was unex- 
pected and came while Mr. Sund- 
vahl was on a fishing trip at 
Deerwood, Minn. 

One of the best known and 
liked hardware representatives in 
the middle west and prominently 
identified with hardware golfing 
circles, Mr. Sundvahl was the 
leading spirit behind the Hard- 
ware Golf Association and its an- 
nual tournaments. He was iden- 
tified with the Corbin Screw Co. 
for more than 25 years and was 
appointed Chicago district man- 
ager in 1936 for the Corbin 
Screw and Cabinet Lock compa- 
nies. 

Prior to his entry into the 
hardware field, Mr. Sundvahl had 
prepared himself for law and be- 
came a member of the Illinois 
bar in 1914. He had been active 
in the Rotary Club in Chicago 
for 20 years, and was president 
of the Illinois Athletic Associa- 
tion. 

He leaves two daughters, Mrs. 
Marjorie Newton of Park Ridge, 
Ill., and Miss Harriet Sundvahl 
of Los Angeles. 


MRS. K. E. B. DEHLER 


Mrs. Katie E. Berle Dehler, 
81 years of age, vice-president of 
the George Dehler, Jr., Co., auto 
accessory and hardware jobbers, 
Louisville, Ky., died Aug. 20, at 
St. Joseph’s Infirmary, Louisville, 
two weeks following an opera- 
tion for appendicitis. Mrs. Deh- 
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ler lived at 1152 East Broadway. 

She is survived by a son, 
Arthur B. Dehler, a grandson, 
George D. Roberts, and a great 
granddaughter, Mrs. Judith K. 
Roberts. Her late husband, 
George E. Dehler, Jr., originally 
a wagon manufacturer and later 
a hardware dealer and jobber, 
died some years ago. 


WILLIAM G. SIMMONS 


William G. Simmons, 74, one 
of the founders of the Keith- 
|Simmons Co., Inec., wholesale 
hardware firm of Nashville, 
Tenn., passed away. He began 
his career as a partner of J. H 
Fall and €o., hardware concern, 
leaving in 1898 to form a partner- 
ship with the late Walter Keith, 
|the Keith-Simmons Company. 
| The partnership was incorporated 
|in 1926 with Mr. Simmons as 
| vice-president. In 1928 he relin- 
| quished his interest in the com- 
pany and since that time had 
been retired from active business 
life. His widow and two daugh- 
ters survive. 





JAMES P. McKINNEY 

James P. McKinney, 52, a di- 
réctor and former president of 
the McKinney Mfg. Co., Pitts- 
burgh, Pa., passed away Aug. 
17. Mr. McKinney had _ been 
president of the McKinney com- 
pany until 1936 when he became 
a director. At the time of his 
death he was president of Refrig- 
erator Foods Locker, Inc., a com- 
pany which he organized. Prior 
to that he was Pittsburgh district 
manager for the Air Reduction 
Corp. 

Mr. McKinney leaves his 
widow, a daughter and three 
sons, James B., G. Brett and 
Stewart B. McKinney. 








J. P. McKINNEY 











.. THE SKATE wiTH ALL tHe 
FEATURES YOUR CUSTOMERS WANT 


You have plenty of strong selling points when you offer this 
exceptional rink roller skate value! In addition to the 
famous Union Hardware name, nationally known and 
second to none in the field of roller skating, just check these 
outstanding features you can emphasize: 

V Exclusive floating truck design permitting adjustments 
without strain for any degree of skating action from the 
so-called 45 degree to the 10 degree and beyond. This 
one skate satisfies the requirements of all types of 
skating. 

\ Full floating trucks mounted entirely on rubber for 
smooth, shock-proof riding. Metal does not touch metal. 

\ Adjustable double ball-race precision bearings, hard- 
ened and tempered. 

VOne-piece ribbed bridge construction from cold-rolled 
steel for simplicity, lightness and strength. 

V True running, reversible wheels (either composition or 
hard maple, no extra cost). 

This skate is available in a full range of sizes in either 

clamp pattern (illustrated) or screw-to-the-boot pattern. 

Ask your jobber for full particulars. 


BEWEE ew 
HARDWARE COMPANY 


STABLISHED (85 


TORRINGTON. CONN. 


5 PAT. OFF 


NEW YORK OFFICE SI CHAMBERS STREET 
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RETAILERS and MANUFACTURERS 





NEED AIR EXPRESS 
SUPER-SPEED NOW! 


National Defense demands place a premium 
on speedy shipping. Use Air Express, the fast- 
est service—to send or receive anything that 


can be put in a plane. 


In the U.S., 3-mile-a-minute Arr Express flies 
a vast network of sky highways directly link- 
ing over 250 key cities with fast air-rail ser- 
vice to 23,000 off-airline points. Economical 
rates include special pick-up and special de- 
livery at no extra charge within regular Rau- 
wAy Express vehicle limits in all U.S. cities 


and principal towns. 


Iniernational Ain Express wings regularly 
to and from Canada, Latin America, Alaska, 
Hawaii, Australasia, Philippines and the Far 
East. A phone call to Ramway Express, Air 


Express Division, brings prompt service. 


“FASTEST WAY’ MEANS AIR EXPRESS 
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Division of 


RAILWAY EXPRESS 





Priorities 
(Continued from page 25) 


credited spokesmen have unhesitatingly pre- 
dicted widespread unemployment, and even 
many business failures, as a result of shortages. 


MANY business leaders who have gone to 
Washington to cooperate with various phases of 
OPM have quickly become saturated with the 
same “defense first” viewpoint and are just as 
articulate in saying so as are the government 
officials. 

These men freely state that although they 
went to Washington hoping to bring “the busi- 
ness man’s viewpoint” they quickly realized the 
drastic need of the “all-out defense economy” 
and, in many cases, have become the most elo- 
quent advocates of such a philosophy. 

They declare, as have many government ofh- 
cials, that too many American citizens do not 
fully sense the urgency of the nation’s defense 
requirements nor appreciate the vital need of 
increasing speed in the production of defense 
equipment. 

In recent weeks, newspapers, magazines and 
well known Washington letter services have 
given special emphasis to the actual and poten- 
tial shortages which will confront the hardware 
distributing fraternity. 


A FEW competent observers, however, are less 
pessimistic. 

These men are unwilling to believe that 
America, with its vaunted unlimited resources 
and resourcefulness, can be completely “sty- 
mied” for very long, even by the major defense 
requirements, which they admit are at present 
both urgent and enormous. 

It is their opinion that American industry 


‘will hit its stride and that production facilities 


and raw material supplies will be sufficient both 
for defense and for an important part of non- 
defense civilian requirements. 

A number of more cheerful observers look 
for some relief either by the end of the year or 
early in 1942. 

In the meantime, there are actual shortages 
and delays and more are to be expected. How 
soon any relief will develop is problematical. 

It is hoped that at an early date some sec- 
ondary priority set-up may release more mate- 
rials and goods for non-defense needs, but as 
yet nothing authentic on this subject has been 
announced. 

Such a development will be welcomed by 
both producers and distributors of hardware 
lines. 
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IN a situation such as this many conflicting 
and confusing reports will be heard. Specific 
data which will help the hardware industry 
cope with these disturbing conditions is almost 
non-existent at the moment. 

The availability of -priorities, some more 
simplified system of priorities and the how, 
what, when and where of the priority situation 
for most hardware businesses is at present de- 
cidedly perplexing. 

HarpwarE AGE will, to the best of its abil- 
ity, endeavor to keep readers informed accu- 
rately, promptly and completely of all develop- 
ments having a bearing on priorities and re- 
lated problems and will cooperate with all 
other factors of this industry in any construc- 
tive move to improve the hardware industry in 
these troublesome times. 

Readers are urged to study carefully each 
issue and thus keep currently informed of all 
developments in this connection. 


What Partnership Means 


-ERE’S a none too gentle hint from the Court of 
Chancery of New Jersey as to what a partner can 
do to his associates in the partnership: “As a general 
rule each partner is. by virtue of the partnership rela- 
tion, authorized to act as the general agent for his co- 
partners in all matters coming within the scope of the 
business of the firm. All the. partners are responsible 
for the act of one of their number as agent, even though 
he acts for some secret purpose of his own and not 
really for the benefit of the firm. Where one partner, by 
fraudulent promises made in a transaction within the 
scope of the partnership business, obtains money from a 
third person and misappropriates it, the other partners 
are liable.” 
Incorporation of the business is one effective way of 
dodging partnership “headaches.” 


Child’s Negligence 


’ HERE a child is hurt by a truck or in some other 

accident, an effort to show that the child’s own 
carlessness contributed to the injury may be ruled out 
because of a legal presumption that a child is incapable 
of negligence. However, such a presumption is subject 
to qualification, as the Superior Court of Pennsylvania 
recently pointed out. 

“The presumption that a child is incapable of negli- 
gence,” said the court, “grows constantly weaker with 
increased age and upon approaching age fourteen 
reaches that point in the diminishing scale when it is 
almost a negligible quantity.” 

Nevertheless, it’s the part of wisdom for a business 
man to instruct truck drivers and other employees to be 
extraordinarily careful where a child is concerned, no 
matter how careless the child itself may be. No use 
taking chances with that legal presumption that a child 
is incapable of negligence. 
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ALONZO FRANKLIN 
ALLEN was born in Cedar 
Rapids, Iowa, on May 25, 
1872. He attended the Belle 
Plaine, Iowa, public schools, 
from which he wes graduated 
in 1887. His first employment 
was with the Chicago & North- 
western Railway, where he 
started in September, 1887, as 


later being promoted to clerk 
in the assistant superinten- 
dent’s office, both in Belle 
Plaine. In June, 1890, Mr. 
Allen joined the Illinois Steel 
Company, which was later to 
become a subsidiary of United 
States Steel Corporation. His 
services with this company were in Chicago in the pur- 
chasing, treasury and secretary’s office. On January 5, 
1899, he became associated with the American Steel & 
Wire Company, which also was later to become a U. S. 
Steel subsidizry. He started as a clerk in the secretary’s 
office and in 1900 became assistant treasurer and the fol- 
lowing year also assistant secretary. On May 6, 1901, he 
was elected secretary and on September 18, 1928, trea- 
surer. Mr. Allen is a director of American Steel & Wire 
Co., secretary and a director of Cyclone Fence Co., North 
Chicago, IIl., secretary of Standard Fence Co., Oakland, 
Cal., and a director of the Reynolds Spring Co., Jackson, 
Mich. He also is president and a director of the Citizens’ 
Federal Savings and Loan Association of Clevelend. Mr. 
Allen resides in Lakewood, Ohio. He is moderator and 


A. F. ALLEN 
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chairman of the board of trustees of Lakewood Congre- 
gational Church, chairman of the Lakewood branch of 
the Young Men’s Christian Association <cnd a director 
of the Lakewood Chamber of Commerce. He is a member 
of the general board of the Cleveland chapter of the 
American Red Cross. a member of the Union League 
Club of Chicago and the Union Club and Chamber of 
Commerce. Cleveland, Ohio. 


EDWARD P. SAWTELL, 
retail salesman for the Hamil- 
ton Hardware Co. of Clinton, 
Mass., recently retired from 
business at the age of 81, after 
having spent 60 years in the 
hardware business. With the 
exception of a period of about 
four-and-a-half years his en- 
ti.e business life was spent 
with a single store which had 
known four successive owners. 
Mr. Sawtell was born on Jan- 
uary 24, 1860 and entered the 
hardware business on April 
17, 1876, in the retail hard- 
ware store of H. E. Starbird 
& Co. of Clinton. In 1881 he 
left the hardware field for the 
confectionery business but returned to his former al- 
legiance in 1885. During that period Mr. Starbird had 
died and the business was being operated under the name 
of F. E. Holman & Co. In 1890 the business was sold 
to E. O. Pratt and in 1921 it became E. O. Pratt & Son. 
In 1930 the business was again purchased and became the 
Hamilton Hardware Co. Mr. Sawtell retired from active 
participation in business in February of this year. He 
has been a deacon of the First Congregational Church for 
many years and is one of the oldest members of Clinton 
Lodge, No. 89, I.0.0.F. He has never held public office 


and states that he has no hobbies. 
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A fast moving, year ’round selling item 


PLANTABES COMPANY BALTIMORE, MARYLAND 


It pays to handle PLANTABBS-- 





Dominating advertising in LIFE, Better Homes & Gardens, Holland's 
Magazine, Sunset, Flower Grower and Christian Science Monitor 
makes Fulton's Plantabbs the No. 1 Plant Food tablet and puts 
them away out in front as a profit item. 


Retail Sizes, 10c, 25c, 50c, $1 & $3.50 
WHOLESALERS: 


Get our latest price list 
and Ai ts au» A. ig A 
for liberal dealer profit. 


RETAILERS: 

Your wholesaler will gladly 
give you an extra 5% dis- 
count on a $6.00 order, or 
an extra 10% on a $12.00 
order. 

























! W.BIDDLE ST. 

















Changing Your Address? 


If you are, please send your new address 
to the CIRCULATION DEPARTMENT 


at least 3 weeks before you move. 


HARDWARE AGE 


100 East 42nd Street New York, N. Y. 








79 





pie; 


i) 


# 


i 


“a 
4, 


S »N Xen 0 Soe eer j 


New and Improved Merchandise—Display Helps—Sales Literature— 


“Planet Jr.’ Tractor 
S. L. Allen & Co., Inc., Philadelphia, 


Pa., introduces a new, small, power 


Planet Jr.” A-1 Tractor 


tractor, 





which hoes, mows, harrows, cultivates, 
and plows. Weighs 180 pounds. Suit- 
able for light soils and is easy to oper- 
ate. The 4.00 by 12 in. tires said to give 
excellent traction, are spaced 14 in. cen- 
ter to center, so the A-l can be used in 
rows 12 in. wide and up. Nine-in. clear- 
ance underneath is ample for straddling 
crops planted in narrow rows. For 
larger crops planted in wider rows, the 
tractor can be used astride the row 
when the plants are small, and between 
the rows as the plants grow larger. Over- 
all width of the A-1 is 19 in. Planet Jr. 
steels are available in a wide variety as 
attachments for practically every use and 
every soil. The A-l can be hooked up 
to lawn-mower. 


Improved Garden Cart 


Milcor Pick-Up Cart has now been 
redesigned in a new color scheme of 
orange and black. A new one-piece 


i 
V 


h 7 
Mi 


curely to the body of the cart is said 
to survive any wrench or strain. Has 
deep die-formed flutes pressed into the 
body of the cart and new beaded steel 
dise wheels to give the cart extra rigid- 
ity and resistance to weight or shock. 
The size remains the same, featuring 
a hopper-shaped body of 2%4 cubic feet 
capacity. When tilted forward the lip 
of the hopper lies flat on the ground 
for easy loading. Milcor Steel Co., 
Milwaukee, Wis. 


Dual-Fuel Lamp 


{ new dual fuel mantle lamp that 
will burn either gasoline or kerosene 
is announced by The Coleman Lamp 
and Stove Co., Wichita, Kan. When 








A-P Oilifter 


In order to give users of gravity-fed, 
oil-burning space heaters completely 
automatic heat, Automatic Products Co., 





Milwaukee, Wis., designed the new 
1941 Model 246 “Oilifter.” It elimi- 
nates the necessity of “bucketing” the 
oil in order to have the tank full. It is 
effective for multiple unit installations 
becauce it makes possible the use of a 
large supply tank and the purchase of 
oil in quantities, at lower prices. At a 
25-ft. lift, the “Oilifter” has an oper- 
ating capacity of two gallons per hour 
and in cases where the combined ca- 
pacity of two constant level valves does 
not exceed this two-gallon capacity, they 
may both be supplied from one pump. 
It is self-priming and fast starting. 
After the first priming the “Oilifter” 
need never be primed again. Has a 
check valve and reserve cup to insure 











tubular steel handle which bolts se- gasoline is used as fuel, it is instant immediate operation even after long 
lighting. When kerosene is used as periods of idleness. Runs intermittently. 
fuel, it is alcohol generating. While the When operating float drops to set mini- : 
lamp comes regularly equipped with a mum oil level, units starts immediately 
generator for use with gasoline fuel, it and stops when it rises to the maximum 
is recommended that where kerosene operating level. Installation costs are 
fuel is used regularly, a_ special cut by a wall bracket supplied with each 
kerosene generator be used. Ivory fin- unit. No overflow pipe is needed. Each 
ish, with a decorated parchment shade “Oilifter” supplied with the A-P fuel d 
and genuine “Pyrex Brand” glass man- oil “Trap-it” to eliminate possibility of : 
tle protector. The model, No. 139, to dirt getting into the mechanism and , 
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retail for $6.95. 


causing excessive wear. 
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Glass Cutter Display 


Fletcher 
now packed in a new flat 


“Gold Tip” glass cutters are 
container 


7 by 5% by % in., holding 12 cutters. 








The package stacks well on the shelf 


easy to handle. Only a few 
required to convert the 
package into a most attractive counter 
display. Printed in four colors producing 
several additional tints. For an_ in- 
definite period of time, a plastic vest 
pocket holder will be included with 
each dozen “Gold Tip” cutters. Fletcher, 
Terry Co., Forestville, Conn. 


and is 
seconds is 


Vita-Var Styling Guide 

A new Home Color Styling Guide, 
designed by leading decorators, has been 
released by the Vita-Var Corp., Newark, 
N. J., to its dealers. This volume con- 
tains 150 pages and is designed to help 
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Window Trims—New Packages—New Colors—Catalogs 


the consumer with his decorating prob- 
lems. It features large, full-color pic- 
tures of exteriors and interiors, all types 
and periods. These include living rooms, 
dining rooms, bedrooms, kitchens, bath- 


rooms, playrooms and house exteriors. 





of painting hints are included, and a 
paint chart shows what finish to use on 
any surface, together with coverage and 
useful suggestions. The back part of 
the book is composed of pages describ- 
ing the main items of the Vita-Var line, 





and large chips showing the colors on 
facing pages. 


The book contains helpful articles on 
color styling and redecorating. 


Pages 






FOR ADDED PROFITS 
AN EASY SELLING 
COMBINATION 


A STEEL TAPE RULE 






the Steel Rule 


SELLING SENSATION OF ’41 











MASTER hits the mark with exclusive features that every user 

wants — the fastest-selling features in steel tape rules in 

years — each one a profitable promotion point. 

@ Measures inside—outside—length—depth, quicker, easier 
and more accurately. 

@ Use as a caliper—found in no other rule. 

@ Precision lock retains’ measurements. 

@ ‘No Jam’ mechanism checks kinks and curls. 

@ Has streamlined, sturdy long life construction. 

@ Pistol-butt shaped case makes easier handling. 

@ ‘Spare’ steel blade—easily snapped into place when needed. 

The MASTER “Streamline” Steel Tape Rule plus a “Spare” 

blade are tops for extra profits. : 





A “SPARE” BLADE 


There’s double profit in 
selling a “Spare” blade 
with every MASTER 
Steel Tape Rule — and 
you save your customer 
time and expense of 
sending to the factory 
for replacement blade. 
This extra business is a 
natural for profitable 
selling. 

“Spare” blades come in 
6 & 8 ft. lengths, cali- 
brated on 1 or 2 sides. 
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Write or wire 
for details on ¥ 
Master Dealership 

in your territory. 


Moke your store head- 
quarters for” Spare” blades. 









Master Rule Mfg. Co., Inc., 


815 E. 136th St., N. Y. C Dept. A 


I 
I . ’ 
1 | am interested in ‘‘Streamline’’ MASTER 
TAPE RULE, with spare blade. Send all 
details on MASTER Dealership for my 
territory. 
1 Co. Name 

| Address 

4 City State 

Jobber Name 
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81 





WHY N07 MAKE 
WEW PROFITS SELL 
WIN EY HAMPERS 






HAMPER CONSTRUCTION FEATURES 


Stop-hinge attached to spe- 
Sy bendsend back frame 
with large head screws. (Will 


not break off.) . “ 


Completely tenoned and 
glued top frame. (No twist- w= 


ing or breaking apart.) 


Doweled legs chucked ond | 


glued into frame for rigid 
support. z 

















Handles moulded and 
smooth} ; 


y £2 






Lid, celluloid covered and 
lapped and cemented. (No 


chipping.) 










——__— 












Fabric tightly shrunken to 
frame. (No loose fitting 


sides-no unsightly bulges.) 

















All interior frame surfaces sme ly sanded, 
(No rough edges to catch on dainty garments. 








Specially prepared clastic paint finishes. (Pre- 
vents chipping and peeling.) 












GET THE EXTRA PROFIT 
FROM EXTRA SALES— 
ORDER WHITNEY NOW 







PRICED TO SELL 
FROM $2.95 


See Your Jobber or Write Direct 


Wh itney ual MPERS 


SAM PRANCISCO + 666 LAKE SHORE ORive, Cuicaso 
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Kitchen Cabinet 


This tilt-top cabinet, Model B-2536, 
is electrically welded throughout and 
finished in white Hi-Bake enamel. 





Sound deadened and balanced for easy 
tilting. Cabinet top hinged with con- 
cealed hinges. When open there is suf- 
ficient clearance to prevent interfer- 
ence with 30-in. wall cabinets. Ele- 
vated floor enables housewife to reach 
the base without excessive strain. Has 
small knob on corner to make lifting 
easy. Tilt-top covered with black, extra 
heavy linoleum bound in_ stainless 
metal and matches other “YPS” base 
cabinets. Interior is free from shelv- 
ing. Black sub-base furnished. Cabinet 
finished cn all sides. Youngstown 
Pressed Steel Division, Mullins Mfg. 
Co., Warren, Ohio. 


Sandpaper Sales Aids 


As part of its campaign to enable 
dealers to institute profitable sanding 
machine service plans, the Behr-Man- 
ning Corp., Troy, N. Y., provides a handy 
chart of its floor sanding products 
shown in the upper left hand corner 
of the illustration and a chart of sug- 
gested resale prices, lower right. Behr- 
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WHATS NEW 


Manning’s program, designed particu- 
larly for hardware dealers, outlines the 
average investment required; tells 
about the types of sanding machines 
available; how to set up and merchan- 
dise a complete floor refinishing de- 
partment, including store displays, con- 
sumer literature, etc., supplied by the 
company; the stock of sand paper re- 
quired, and other pertinent points. 


“Victor” Trap Display 


Permits demonstration without dam- 
age to glass counters. Display is light, 





colorful and compact, standing 15% in. 
by 10% in. No. S-41-D. Animal Trap 
Co. of America, Lititz, Pa. 


Clothes Line Reel 


This outdoor clothes line reel, 
“Jumbo” No. 187, hangs from the post 
while line is stretched taut, and held 





taut by an efficient ratchet. Finish is 
black; capacity 100 ft. No. 7 braided 
line. Equipped with suitable hooks. 
Diameter of reel, 6% in., width 3% in. 
Not equipped with line. Patent Nov- 
elty Co., Fulton, Tl. 
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“Universal” Washer 


This fall special de luxe-type washer 
retails for $69.95, pump $10.00 extra. 
It has 9-lb. capacity and among its fea- 








tures are new, massive streamlining; 
six-position wringer; “Select-A-Matic” 
pressure indicator; handy gear control; 
friction-drive “Kwik-pump”; non-tear 
“Sterilator”; all-porcelain tub. Landers, 
Frary & Clark, New Britain, Conn. 


G-E Merchandiser 


Stands 4 ft. wide by 3 ft. deep by 7% 
ft. high and is small enough to fit prac- 
tically every type of retail outlet yet 
large enough to display attractively a 
complete assortment of G-E heating 
devices. It is styled with washable 
leatherette finish on table top and back 
panel, with a rugged base built of ply- 
wood. The two-height counter and con- 
venient back shelves place merchandise 
within easy reach of customer while 
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fabric-covered iron shelf invites easy 
inspection of the complete line of irons. 
Has 10-inch, self-starting G-E clock 
with gold frame in center of back 
panel. Indirect lighting behind clock 
floodlights the complete array of appli- 
ances. General Electric Co., Bridge- 
port, Conn. 


“Duo-Therm” 
Heater Line 


Featuring the new “Duo-Therm 
Royal” heaters and radiant-circulators, 
a new dual chamber burner with com- 
plete flame control, and a streamlined 
adjustable ‘“Power-Air” unit, the 
“Duo-Therm” line of fuel oil heaters 
includes models for virtually every 
requirement. In addition to their 
styling, the heaters are said to offer 
many features contributing to extra 
home heating comfort, convenience, and 
oil savings: a twist of the handy front 
dial control gives desired heat; large 
radiant doors may be opend for floods 
of “fireplace warmth.” All models are 





equipped with the dual chamber burner 
and special money-saving waste-stopper, 
and may be purchased with or without 
“Power-Air” unit which provides posi- 
tive forced heat circulation in winter 
and a cooling breeze for extra summer 
comfort. The new low-priced “Duo- 
Therm” radiant circulating _ heaters 
have smartly tailored casing; smooth 
duo-tone enamel finish; attractive front- 
opening door with “Pyrex Brand” 
glass bull’s eye window. With prices 
starting at $39.95, in all “Duo-Therm” 
offers six distinct types of heaters. In 
addition to the “Royal” and radiating 
circulating heaters, the line includes a 
complete series of popular-priced 
“Thrift” heaters, the console type “Im- 
perials,” radiant heaters, and a cleverly- 
designed model for automobile trailers. 
Duo-Therm Division, Motor Wheel 
Corp., Lansing, Mich. 


Toy Catalog 


The Geo. Worthington Co., Cleve- 
land, Ohio, has issued its 1941 Toy 
Catalog of more than 200 pages, com- 
pletely indexed for ready reference and 
providing retail prices prevailing at 
date of publication, Aug. 1, 1941. 
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There’s no denying the extraordinary 
“sales-ability”’ of Acme Tack-Point Corru- 
gated Fasteners. Nearly everyone who 
works with wood uses them—home owners, 
carpenters, cabinet makers. The attractive, 
convenient 10¢ package on your counter 
just naturally attracts the eye. With this 
fast-selling item you'll get a lot of extra 
sales—and repeat purchases, too. 

Acme Tack-Point Corrugated Fasteners 
assure stronger joints. They can be used for 
repairing furniture, making screens, cab- 
inets and other wooden articles. They are 
furnished in two types: parallel and diver- 
gent. If your jobber can’t supply you write 
us direct. 


Ask About the 100 Lb. Kegs 





Many retailers stock Acme Tack-Point Corru- 
gated Fasteners in 100 Ib. kegs — a real profit- 
item for bulk sales. There are also standard car- 
tons of 250, 500 and 1,000 fasteners; boxes of 
100 fasteners, 10 boxes to a<arton. Also in boxes 
containing 50 fasteners of one size—% x 4, 4% x 
5 or % x 5. Display cartons contain 12 such 
boxes. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, IIL 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON 











Acme Steel Company 
2838 Archer Ave., Chicago, II). 


Send me, without charge, a sample box of 
Acme Tack-Point Corrugated Fasteners. 


PEE “og. dint sada ae keaakodsdeah oon 


eee ee 











83 








Fiexible Shaft Tools 


Foredom Electric Co., New York, has 
added to its line of flexible shaft tools 
a new No. 400 Series tools which fea- 








ture a flexible shaft and handpiece as- 
sembly that can be quickly attached to 
either the geared end for low speeds or 
to the motor shaft direct for high 
speeds. A six-step foot-operated speed 
control is included with the tool to 











.-»-S9ELL THESE |. 
Better, Laow-Priced | 
BATHROOM CABINETS || 


“THESE inexpensive, wall hung cabinets 
are more serviceable—bettér values in 
the low-priced division. 


Nos. 800-816 Nos. 


WihTS MEW 


make a speed range of from 500 to 
14000 r.p.m. obtainable. Choice of five 
different handpieces, all having the 
quick-detachable feature, making it pos- 
sible to use with the right type of tool 
for the work at hand. New Bulletin 
20 featuring this tool is available. 


Stove Board for 
Gas Heaters 


Service Industries, Inc., 2025 S. Cal- 
umet Avenue, Chicago, offers a new 
line of metal-covered “Masonite” stove 
boards for gas heaters, made in three 
sizes, 12 in. x 18 in., 12 in. x 24 in., 
and 18 in. x 24 in. Boards have an 
all-over wood grain design with five 
separate coatings. Packed six to the 
shipping container. It is claimed the 
board will always retain its shape; will 
not warp; that the metal will not pull 
away from the lining or curl at the 
corners and sides, and that it lies flat 
and stays flat. Each board is individ- 
ually sealed in a Kraft envelope to pro- 
tect the beautiful natural walnut finish. 


The nationally advertised MIAMI Line in- 
cludes over 140 models—described and illus- 
trated in our complete catalog. Copy mailed 
upon request—address Dept. HA. 


1 and 3 No. 2 
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(Top) 
Surface Wall Cabi- 
net. All metal. 
Metal framed mir- 
ror door. Has three 
bulb-edge glass 
shelves, two tooth- 
brush racks. 


(Center) 


An inexpensive 
arched top, wall 
hung cabinet with 
all-mirror front 
door. Equipped 
with two bulb-edge 
glass shelves. 


(Bottom) 


All-mirror front, 
straight top cabi- 
net to hang on 
face of wall. 
Equipped with two 
bulb-edge glass 
shelves. 


MIAMI CABINET DIVISION 
The Philip Carey Manufacturing Company 


MIDDLETOWN, OHIO 


a MIAM 


BATHROOM CABINETS 


AND ACCESSORIES: :: 











Double Acting 


Door Control 


Recently introduced by Norton Lasier 
Co., Chicago, Ill., is a new “LCN” over- 
head concealed closer for the larger 











double acting doors in public and com- 
mercial buildings. This closer, known 
in its two sizes as “LCN 644 and 666,” 
is concealed in the head frame and 
top of the door. For maximum power 
and control the closer employs a double 
acting lever arm which folds into the 
door in the closed position. For protec- 
tion of nearby walls, fixtures, glass, etc., 
a “back-checking” action slows up the 
door’s opening swing as desired. A 
hold-open feature (optional) within the 
closer itself holds the door in the open 
position, by neutralizing the closing 
power at source, when that is desired. 
To compensate for drafts the inswing- 
ing adjustment of this closer may be 
set independently of the outswinging ad- 
justment. The door is made to close 
quietly to center, to avoid “flip-flap,” 
and to maintain the closed position 
against drafts tending to blow it open. 
At bottom the door rests on a_ball- 
bearing pivot, furnished with the closer. 
The pivot may be used with or without 
a threshold. The new closer is adaptable 
to wood or metal construction, and it~ 
door parts are designed particularly for 
installation in the top and bottom fit- 
tings of the “all-glass” doors. 


Venetian Blind 

A new type venetian blind which fits 
in ordinary window shade brackets has 
been announced by the Lowe Paper Co.. 
Ridgefield, N. J. Slats are made of a 
special boxboard material with a smooth 
lustrous finish and reinforced with 
sealed-in wooden strips. They are said 
to be non-warping, moisture proof, and 
sun fast. Variations in window width 
are overcome by thumb screws at either 
end of the headboard, making the blind 
adjustable to one inch. When the blind 
is in a “down” position, a section of 
either the upper or lower slats may be 
closed independently of the rest. Slats 
are two inches wide, ivory color, remov- 
able, and are mounted on white tapes. 
Blinds come in standard lengths of 64 
in. and from 24 to 36 in. wide, to retail 
at $1.99 each. 
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All-Purpose 
Fluorescent Unit 


This fluorescent fixture for both 
household and commercial use, intro- 


duced by the Mitchell Mfg. Co., Chi- 





cago, Ill., Model No. 2054, features the 
new DuPont “Plastacele” diffusing 
shield, which hides the lamp bulbs en- 
tirely from view and is said to furnish 
a glareless, cool, and evenly distributed 
fluorescent light. No. 2054 uses two 20- 
watt, 24-in. T-12 fluorescent bulbs, 
comes in ivory, white enamel and 
English bronze finishes, and is com- 
pletely wired ready to hang. 


Toilet Bowl Force Cup 


The “toilet master” is a super toilet 
bowl force cup designed to create greater 
pressure for quick cleaning of obstruct- 
ed toilet bowls. It is constructed to fit 








the contour of the toilet bowl and thus 
eliminate all danger of splashing. It 
is made of high grade rubber and is 
heavily reinforced. It is fully guaran- 
teed. Keystone Brass & Rubber Co., 
Philadelphia, Pa. 


Abrasive Stone 


“Handee Andee” —an_ all - purpose 
stone for sharpening knives, tools and 
instruments; for cleaning grilles, grid- 
dles, skillets, etc.; for smoothing and 
finishing metal surfaces, and for rough- 





ing suedes, leather and other materials. 
Suggested retail selling price, 50 cents. 
Berea Abrasives, Division of The Cleve- 
land Quarries Co., Cleveland, Ohio. 
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NICKEL PLATED 





MILLERS oe on 


| | : me — 
PNURCRESR SSRIS: 
FORGED FROM FINE CHROME ALLOY STEEL | 


COPPER FLASHED 


Your Millers Falls jobber will soon be toting a sample of 
a tool that will knock your eyes out. It’s an auger bit . . . 
and man, you’ve never seen anything like it! Down deep 
it’s forged chrome alloy steel, quality in the best Millers 
Falls tradition. That makes it strong, able to take that 
keen edge and hold it. Then it’s nickel plated for wear 
resistance. Finally, it’s copper-coated and polished to a 
fare-ye-well .. . for sales appeal and to keep the fat chips 
flowing smoothly out of the toughest wood. . 

Thirteen lucky sizes of this new item are displayed in 
the counter merchandising unit that’s free on a deal your 
jobber will tell you about. This compact display piece, 
loaded with dazzling new Millers Falls auger bits (avail- 
able in full range of sizes from 3 to 24), will catch the 
eye of 4 out of 5 of your shoppers . . . attract their touch 
... Set them up for a sale. 

Ask your jobber when next he calls. Or write for de- 
tails. There’s profit in it for you. 


MILLERS FALLS COMPANY 
GREENFIELD, MASSACHUSETTS 








Strong Chrome Alloy Steel 


GLORIFIED WITH SHINING COPPER 





Natienal 


HARDWARE 








HE line of builders’ hard- 

ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 


The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 
Strap and Tee 


Hinges 





Screen Hardware 




















National Manufacturing Co. 
STERLING - - « ILLINOIS 











the time she wants it to stop—-the auto- 


Roaster With Built-In reget se gest Aha . 
i ss matic time clock working in conjunc- 
Automatic Time Clock tion with the thermostat and signal 


light control does the rest. The time 
clock is built into the front of the 
roaster. On four of the new roasters 
a new, balanced, spring-actuated cover 
opens automatically at a slight turn of 
a knob on the front of the roaster. A 
cool Bakelite latch keeps cover tightly 
closed for more efficient cooking. The 
special dial browning vent on the cover 
is marked for all kinds of cooking. In 
addition to these new electric roasters, 
“Nesco” again offers two popular elec- 
tric casseroles—the No. 7014 oval model 
with 6-quart capacity, and the No. 4211 
round model with 2-quart capacity. A 
No. 41004 steam cooker fits on the No. 
4211 round casserole. National Enam- 
eling and Stamping Co., Milwaukee, 


Wis. 


Foremost in the new “Nesco” 5-model 
line is the De Luxe No. 9999 with the 
built-in time clock. The housewife 





Orgill Bros. Catalog 


Orgill Brothers & Co., wholesale 
hardware firm of Memphis, Tenn., has 
issued a new general hardware catalog 
of the lines it distributes. The catalog, 
No. 93, contains almost 1200 pages and 
shows hardware, furniture, plows, elec- 
tric and plumbing supplies, automotive 
equipment, mill supplies, electrical ap- 
pliances, water systems, well supplies, 
sporting goods, saddlery, stoves and 


merely sets the clock for the time she 
ranges, cutlery, paint, and radios. 


wants the roaster to start cooking and 


$2.95. With the purchase of those five 
units, another Bretton 8-cup kitchen 
model, list price $3.45, is offered free. 
Each assortment is packed with a four- 


Silex Assortment 


Offers six Silex units for the price of 
five. Assortment includes one Saratoga 


8-cup electric model, with tray, in ivory 
trim, li t $7.45; one Bretton 8-cup elec- 
tric model, black trim, list $5.45; two 
Bretton 8-cup kitchen models, black 
trim, each list $3.45; one Bretton 46- 


color display card, a two-color window 
streamer, and 50 envelope enclosures 
in two colors. A complete newspaper 
mat service is also available without 


cost. The Silex Co., Dept Al, Hartford, 





Here's a practical guide to the trapping of 
common fur bearers that will do more to 
create new trappers than any development 
of recent years. Like Oneida Victor Traps, 
it is being merchandised to millions 
through the following magazines: 


Farm Journal 
Southera Planter 


Alaska Sportsman 
National Sportsman 
Fur-Fish-Game Capper's Farmer 
Outdoorsman Successful Farming 
Pennsylvania Farmer 


ANIMAL TRAP COMPANY of AMERICA, LITITZ, PA. 


/, ypaagi to sell 


ONEIDA VICTORS 


~ 
Ae TRAPS that trappers know 
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cup kitchen model, black trim, list Conn. 
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“SpeedWay” Drill 


Maker claims the “SpeedWay” 1-in. 
drill’s new type natural grip breastplate 
handle, by producing a more direct ap- 





plication of power, is increasing ac- 
curacy and speed of drilling operation-. 
The drill, light enough for portable use 
yet heavy enough to stand up to pro- 
duction drilling, has a specially wound, 
high torque back geared Universal mo- 
tor, self-aligning, oilless bearings, and 
forced air cooling. It is said that the 
drill’s low load speed makes it particu- 
larly adaptable for use with carbide 
drill bits in drilling brick, stone, con- 
crete, etc., as well as regular produc- 
tion drilling in steel, iron, wood, ete. 
Speedway Mfg. Co., 1834 S. 52nd Ave., 
Chicago, IIl. 


New Norge Range 


In the new line which comprises 3 
models, there are the following out- 
standing features: six-speed. switch; 
circuit-selector switch and clock for 
automatic timing; choice of two types 
of top cooking units; large capacity 
oven with speckled light gray enamel 
lining; dual oven elements for balanced 
heat; high-speed broiler unit with 
reflector plate; mineral wool oven in 
sulation and extra-thick door. Has one- 
piece top with sloping backrail; re- 
cessed base; controls in white plastic 


with chromium inlay. Finished in 
white porcelain enamel. Norge Di- 
vision, Borg-Warner Corp., Detroit, 
Mich. 
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Starrett Book for 
Student Machinists 


The L. S. Starrett Co., Athol, Mass.. 
has published a manual of modern shop 
practice called “The Starrett Book for 
Student Machinists,” combining much 
of the material formerly published in 
two well-known Starrett books. The new 
book is both an instruction manual and 
a ready-reference handbook. It con- 
tains 184 pages, over 200 diagrams and 
photographic illustrations and 30 refer 
ence tables. The book is completely in- 
dexed and covers the range of subject: 
and shop practices with which the stu- 
dent or young machinist is expected to 
be familiar. Written in clear, simple 
shop language, it includes such chap- 
How to read working draw- 
ings, precision tools and measuring prac- 
tices, how to read a micrometer and a 
vernier, fits and limits of tolerance, 
bench work, chipping, filing, metal saw- 
ing, drilling, lathe work, screw threads 
and tapers, tool-making, jigs and _ fix- 
tures, etc., etc. 

The book, printed on high grade 
paper and bound in sturdy, soil-resist 
ing, red Terek cloth, sells for 75 cents 
per copy. 


ters as: 


Cooking Thermometer 
Set 


No. 9215 consisting of one each 
candy, deep fat frying, roast meat ther- 
mometers made of “Pyrex Brand” tub- 
ing. Flat oval design said not to roll 
when placed on flat surface; easier to 


} G ore var 
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read. Metal skewer, also two pan 
clips for candy and deep fat frying 
thermometers. Complete with attractive 
wood “hang-up” holder equipped with 
thermometer. Recipe book in- 


room 
cluded. Costs complete, $3.50. Ohio 
Thermometer Company, Inc., Spring- 


field, Ohio. 


Western Sales Aids 


A new sales aid booklet being offered 
by Western Cartridge Co., East Alton, 
Ill., illustrates and describes various 
point-of-sale pieces most dealers can 
use to localize their ammunition adver- 
tising and tie up with Western’s adver- 





tising messages. Among the sales aids 
are complete ready-to-use single and 
double-column advertisements, one- 
column display illustrations to assist 
dealers in laying out their own adver- 
tisements and for printing other forms 
of advertising such as circulars, hand 
bills and stationery. These cuts feature 


“Super-X” shells, 
“Silvertip” 


.22 cartridges, and 


center fire cartridges; 


“Xpert” shells and .22 cartridges. They 
also include two window transfers espe- 


cially 

slides; 
stickers; 
tions; 


picture 
cartridge 


moving 
two 


designed for 
wall charts; 


model window display sugges- 
folders 


colorful for use as en- 


closures. 


; 












@ Sales records in stores, performance 
records in homes, both establish the out- 
standing leadership of Everhot Ray-vector 
Electric Heaters. Here is the popular, mod- 
ern unitfortemporary orauxiliary heating— 
engineered with eye appeal and up-to-date 
features as well as operating efficiency. 


Order now. Be ready when morning chill, 
sudden weather changes, and cold rooms 
send people into stores looking for some- 
thingto provide temporary or extra warmth. 
When they see Everhot the sale is made 
and satisfaction in ownership is assured. 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO - Established 1884 





STEELGRIP—the stronger belt lac- 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull out 
Prevents frayed belt ends 8 sizes in 
boxes, handy package or long lengths 





Wi BELT HOOKS 





WIREGRIP the belt hooks that 
are easier to handle, easier to use. 
Patented blue aligning card prevents 
waste, makes every hook usable Per- 


fect alignment on every hook. Fit 
WIREGRIP or any other standard 
lacers 


Write for catalog and circulars. 
ARMSTRONG-BRAY & CO. 
“The Belt Lacing People” 

304 N. Loomis St. Chicago, U. S. A. 








IT’S NEW, TIMELY 
SALABLE! 





Cash in on conditions. Feature the 
new Starrett Book for Student Ma- 
chinists. It’s an up-to-the-minute 
manual of shop practice written for 
apprentices and trainees for defense 
jobs. Over 180 pages, 200 diagrams, 
30 reference tables printed on high 
gtade paper and cloth bound. Sells 
for only 75 cents. Write for New 
Starrett Book Folder A. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Athoi eo Massachusetts eo U.S.A. 
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WHATS NEW 





Globe American Heaters 


The new 1941 line of “Ray-Boy” and 
“Glow-Boy” oil heaters consists of four 
models ranging from $18.95 to $79.50 
retail. At the bottom of the line is the 
“Ray-Boy” radiant heater, Model 3000, 
nicknamed the “Bumblebee,” to re- 
tail at $18.95. This is a 30,000 B.T.U. 
radiant heater with an oblong heating 
unit offering 2000 square inches of 
heating surface. A feature is the new 
improved  Flexi-Burner, affording a 
variation from 84/100 to 8's gal. fuel 
consumption per 24 hrs. Models 3250 





and 5000 are circulating heaters with 
officially rated capacities of 32,500 
B.T.U. and 50,000 B.T.U. respectively. 
Flexi-Burners used in these models are 
said to afford variations from 84/100 
lo Blo gals. and from 1% to 12% gals. 
fuel consumption per 24 hours. Heating 
surface of the oblong heating units is 
1063 sq. in. for Mode! 3250 and 1700 
sq. in. for Model 5000, very much 
greater than the hpating surface of 
the equivalent’ round drum __ types. 
Model 3250 at $37.50 retail and Model 
5000 at $49.50 retail represent new low 
price levels for heaters in these ca- 
pacity and efficiency classifications, 
maker states. The Model 6000 power 
oil burner is said to be an innovation 
in oil heaters priced to sell in the 
$79.50 bracket, with every feature of 
the model 5000 plus increased capacity, 
and increased economy and efficiency 
under all conditions. The power burnet 
claims satisiactory operation regard- 
less of chimney draft or installation 
conditions. Because it is unnecessary 
to maintain high flue temperatures in 
order to secure adequate draft, loss of 
heat up the chimney is reduced to a 
minimum, maker states. Oxygenation 
of fuel is accomplished by forced draft 
from a 1/150th horsepower AC-DC elec- 
tric motor. The capacity of the Model 
6000 Power Burner circulating oil 
heater is officially rated at 60.000 
B.T.U. Globe American Corp., Ko- 
komo, Ind. 


Yale Key Blank Display 
Locksmith’s Assortment 


Attractively finished in blue lacquer 
with the name “Yale” in silver on both 
sides of the board, it contains one 





dozen each of an assortment (No. 
KB151) of key blanks. Brackets and 
hooks are cadmium plated. Each dozen 
blanks packed in an envelope with a 
metal key tag bearing the list number 
of the blank. The locksmiths’ assort- 
ment, No. KB20, consists of one gross 
each of No. 251 pins, 2, 4, 6, 8; one 
gross each of No. 351 drivers, 2, 3; one 





gross each of No. 451 disks, 1, 2 and 
one gross each of Nos. 140 and 151 
springs. Each item in a labeled en- 
velope and all packed in a carton. The 
Yale & Towne Mfg. Co., Stamford, 
Conn. 
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NOT an 
Elaterid 


example of 


what we make in 
SPECIAL WIRE FORMS 


Actually, this is a CRANKSHAFT. 
Made of heavy round wire to operate the 
bellows on player-action pianos. 


Special attention will be given to 
made-to-order wire forms for defense 
needs. 


Our engineers will develop new forms to 
sample, blue print, or sketch. 


In this emergency, we ask our “old line’ Hard- 
ware Customers to anticipate requirements as far 
in advance as possible. 


“BROGKS / HOGKS" 


Since 1848 
M. S. BROOKS & SONS 
BOX "'B"* CHESTER, CONN. 


a 


While on convention 


October 12th to 16th 


. .. you'll see why The Claridge 
is considered “tops” in seashore 
luxury. 400 spacious outside rooms 
with tub and shower, fresh and 
sea water. Three ocean decks, 
Sky-top Solarium. Health Baths. 
Music every day in the gay May- 





fair Lounge, popular rendezvous 


for a tasty sip or snack. 


CLARIDGE 
HOTEL 


ATLANTIC CITY 
Gerald R. Trimble 
General Manager 
New York Office: 
PEnnsylvania 6-0665 
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Rising Cost of War 


ARS were just as deadly— 
even more deadly—in Hanni- 


bal’s or Julius Caesar’s time as to- | 
day. But they were not so costly in | 


money measures. 

It has been estimated, 
Nation’s Business, that the cost of 
killing one enemy soldier was 75 


says 


cents in Julius Caesar’s day; dur- | 


ing the Thirty Years’ War that ended 
in 1648 it had risen to $50; and in 
the American Civil War the mortal- 
ity expense was $5,000 a man. So 
vastly had the gentle art of whole- 
sale slaughter changed in half a 
century that by the time of the 
World War the cost of killing one 
man was $50,000. And experience 
during the first few months of the 
present war indicates that the gov- 
ernments involved have to lay down 
the staggering sum of $125,000 for 
each dead man. 

Modern war is a titanic struggle, 
economic quite as much as military. 
The nations now locked in combat 
overseas are deliberately impoverish- 
ing themselves. More than that, they 
are mortgaging the future of their 
children even to the second and 
third generations. It is seriously to 
be doubted that the financial ob- 
ligations now being incurred by the 
belligerent powers will ever be paid. 
An English statesman visiting in 
America admits frankly that after 
the war “we will all have to start 
from scratch.” 


Repairs After Accident 


FTER a customer has been hurt 
through some alleged defect in 
a place of business, may the busi- 
nessman who operates the place 
safely make repairs or take precau- 
tions to prevent a recurrence of the 
unfortunate incident? Isn’t it possi- 
ble that the subsequent repairs or 
precautions may be introduced in a 
lawsuit by the injured person to 
show that there actually was a “de- 
fect” requiring repairs or precau- 
tions? 


A California court recently point- | 





ed out that subsequent repairs or | 


precautions cannot be brought up 
against the businessman in such a 
lawsuit. 

“Tt is settled,” said the 
court, “that evidence of precautions 
taken or repairs made subsequent to 
the happening of an accident is in- 
admissible to show negligence at the 
time of the accident.” 


well 





SELL KWICKWICKS 


A COMPLETE LINE FOR 
RANGE AND 
HEATER 
BURNERS 






Chalk up NEW profits with the complete 
KWICKWICK line of oil burner wicks. 
Get more customers into your store by 
offering a wick for all burner requirements 
and in every price range. 


With Kwickwick you get extra protection. 
No chain stores offering the same thing at 
cut prices. You make your full profit on 
every sale. 

Newton Manufacturing Company makes 
oil burner wicking for every range, for 
every stove with oil burners. A complete 
line from roll wicking, package wicking to 
crimp wicking. And in every price range 
from 15¢ to 50¢ retail price. Write today 
for samples and catalog. 


KWICKWICK 


OIL BURNER WICKS 


NEWTON MFG. CO.,WALTHAM, MASS. 


AMERICA’S 
NO.1 OIL 
SALESMAN 
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Protex and Film-X Display Racks have sold 
more oil for independent hardware and im- 
plement dealers throughout America than 
any other single sales method. These com- 
pact displays of Protex and Film-X are real- 
ly making profits for independent dealers. 
Ask your wholesale hardware jobber’s sales- 
man about the easy way in which you can 
get this very profitable Apex Display Rack. 





If your wholesale hardware jobber 
does not sell Apex products, write 









are jobbers in over - 


Wholesale hardw Motor Oil 


sell Film-X and Protex 


APEX 









states 


OIL PRODUCTS CO. 


Minneapolis, Minr 


100 No. 17th Ave 
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ARMSTRONG 


Chrome-Vanadium 


When “‘talking shop 


ARMSTRONG 


buyers and wrench users alike k 
that these are quality tools — 
finest available today. Carryir 
reliable manufacturers’ guara 
against spreading or break 
ARMSTRONG Wrenches are 

marily designed for discrimina 
buyers — men who know 


a longer, thinner and lighter wre 
—a strength not based on bulk 
on excellence of design and m 
rial. 

Write today for the C-39 Cat 
—standardize with a line you 
guarantee! 


on 
wrench quality it’s always 
Chrome- 
Vanadium Wrenches that carry the 
100% stamp of approval. Wrench 







now 
the 
ig a 
ntee 
age 
pri- 
ting 
that 


strength has not been sacrificed for 


snch 
but 
ate- 


alog 
can 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 
Eastern Warehouse and Sales: 199 Lafayette St., New 


WHITE MOUNTAI 
ICE CREAM 


FREEZERS 








York 


zo-xsaoz 


These widely known freezers outsell all 


others. An attractive display in your 
ing. 


store or window will stimulate buy 


Keep stocked in all sizes through your 


jobber. They aro well supplied. 


THE WHITE MOUNTAIN 


FREEZER CO., INC. 


NASHUA, NEW HAMPSHIRE 
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| A Washing Machine Program 


—Key to Increased Volume 
By W. J. CASHMAN 


Sales Promotion Manager, 
Landers, Frary & Clark, 
New Britain, Conn. 


We. hear frequent statements 
that the saturation point has 
been reached in household washer 
selling but it will not do to attach 
too much importance to any state- 
ment of saturation except to remem- 
ber that 9 out of 20 wired homes 
are without washers. According to 
reliable estimates, more wired homes 
are without washers today than were 
16 years ago. In addition, a great 
farm market is expanding the poten- 
tial field for the sale of home laundry 
equipment. 

Again we might remember that 
if the industry did nothing but re- 
place washers 10 years old or more, 
it would do as much business as it 
does now when it is both replacing 
old washers and selling new ones. 
Many oscillator and cylinder type 
washers are still being given their 
daily workout and it is reasonable 
to believe that the many new fea- 
tures found on the better type wash- 
ers will do much to relegate those 
relics to the junk heap in the near 
future. 

Communities throughout the na- 
tion have countless examples of fami- 
lies spending up to $10.00 per month 
with the commercial laundries. The 
many reports on the subject of home 
laundries vs. commercial laundries, 
particularly the able report pub- 
lished by the School of Living, clear- 
ly indicate that many potential pros- 
pects for the sale of home laundry 
equipment remain and can be sold 
by using the theme song that put 
ref:igeration over—‘“It will pay for 
itself.” 

One of the finest points about sell- 
ing home laundry equipment is that 
it is a steady, year-round business 
with no sharply accented season. 
Again, the lack of repossessions in 
that field helps to increase profits. 

Discounts are generally better 
than discounts on other appliances. 
Yet, we find the average dealer 
neglecting the promotion of home 
laundry equipment the moment the 
refrigeration season starts. Seldom 
does the average dealer give home 
laundry equipment its proper place 
in the appliance picture. 





W. J. CASHMAN 


To the dealer who seeks to correct 
the above situation, I recommend 
the following prescription: first, de- 
velop a home laundry equipment 
sales plan. In setting up the plan 
give the home laundry equipment 
sales the proper appliance concen- 
tration from a promotional point of 
view. In other words, budget ad- 
vertising and point-of-sale promotion 
in accordance with the monthly rec- 
ords of washer sales for the indus- 
try. 

Second, check up salesmen peri- 
odically to insure sufficient sales 
effort on home laundry equipment. 
Third, carefully survey the home 
laundry equipment possibilities in 
your area. Remember that the many 
new automatic gadgets on the newer 
type washing machines offer an en- 
tirely new sales approach to the re- 
placement market. Fourth, start a 
new-and-up-to-date sales training 
program, emphasizing the approach 
to customers in each of the follow- 
ing brackets: the replacement mar- 
ket, the commercial laundry user 
and the farm home. 

Feature in all sales training the 
home demonstration, which, believe 
it or not, still produces results just 
as it did in the good old pioneering 
days. Yes, you're sitting on a bag 
of gold—dig in and pull out some 
of those “Pieces of Eight” with a 
program aimed to stimulate sales. 


HARDWARE ACE 




















SPEEDWAY 


sold tools 
moving | 

volume- 
builders, 
workers 







Even stores that never 

are selling these fast 
SpeedWay home tools in 
to homecraftsmen, model 
handy men, arts and craft 
and even housewives 


No. 69 (1000 R.P.M.) Drill has 4” | 
capacity in steel. Powerful No 29 | 
Hand Grinder operates at 20,000 | 
R.P.M.—Sold individually or together 
in Steel Display Kit (No. 250) | 
with 5 accessories. Combination stand 
ROUTER — either drill or grinder while | 
FRAME Frame converts grinder into an effi- | 
$445 cient router. 
wv 
The No. 119 Bench Grinder comes 
complete with motor, 2 wheels, ad- 


justable rests, car 








an rying handle and 
? rubber feet, ideal 
for work bench, 


garage or kitchen 






3D Special Notice 


the tremendous de 


of 
mand for SpeedWay tools we are 
asking all SpeedWay jobbers and 
dealers tu anticipate their require- 


Because 


far in 
advance possi- 
ble. It is the 
surest way to keep 
these fast selling 
tools in stock. 


SPEEDWAY 
MFG. CO. 
1836 S. 52nd Ave. 
Cicero, Ill. 
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Chanase 


New products and new 
trade names are constantly 
being added to the listings 


for the next Directory | 
Number of HARDWARE | 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 


in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


100 East 42d St, New York City 


© | 
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Credit Control 


By N. H. ENncLe 


Adviser on Distribution, Consumer 
Division, Office of Price Administration 


and Civilian Supply, before the Na- 


tional Retail Credit Association, New 
York City, June 17, 1941. 
REDIT granting has become 


one of the big businesses of 
the United States. Estimates for 
1940 indicate a total volume of all 
forms of consumer credit of 18 to 19 
billion dollars, of which something 
over one-third is outstanding at any 
given time. Merchandise credit 
amounts to nearly 72 per cent of the 
total, cash credit, or loans of cash 
to enable consumers to buy for cash, 
add up to nearly 21 per cent mo:e, 
while the remaining 7 or more per 
cent is credit granted by service 
creditors, such as doctors, dentists, 
and hospitals.* 
Installment credit, which overlaps 
categories, the largest 
single item, amounting to nearly 25 
per cent of the total volume of con- 
sumer credit. For 1940 it 
mated that installment credit reach- 
ed a magnitude of some five billion 
dollars, or about 12 per cent of total 
retail 


several is 


is esti- 


sales. 


Another Angle 


Looked at from another angle, 
total consumer credit is of a magni- 
tude equivalent to about 25 per cent 
of the national income. Again, if it 
be assumed that all of the merchan- 
dise credit plus half of the cash 
credit is utilized in retail buying, 
nearly 40 per cent of all retail sales 
are essentially credit sales in that 
consumers’ incomes are earmarked 
to that extent for repayment to a 
creditor. 

Interesting as these overall com- 
parisons may be, they must give way 
to the more specific facts for differ- 
ent lines of merchandise. Between 
50 and 60 per cent of automobile 
sales are installment sales; house- 
hold appliances stores have about 
half of their volume on the install- 
ment basis, over 40 per cent of the 
sales of furniture stores are install- 
ment business. The ratios for jew- 
elry stores range upwards of 20 per 
cent, while department stores have 
passed the ten per cent point. 
Professor T. N. 
State University, 


*Estimates by 
Beckman, Ohio 
Columbus, Ohio. 








intadiade 
likes IMPERIAL 


PLASTIC HARDWARE 


ARDWARE merchants who are put- 

ting in this line of Imperial Plastic 
Hardware tell us they have been sur- 
prised how these colorful knobs and 
pulls sell themselves. 

Everyone likes to dress up their kitchen 
cabinets and furniture so that it has the 
latest modern touch. With Imperial Plastic 
Hardware you can cash in on this trend. 

Imperial Plastic Hardware should not 
be confused with ordinary injection type 
cellulose acetate hardware. It is made of 
genuine thermo-setting plastics and is un- 
equalled in beauty. Acid and heat resist- 
ing. Does not shrink or crack with age. 

Available in seven rich, lustrous colors. 

Order a small stock now and see for 
yourself how profitable it is to handle 
Imperial Plastic Hardware. 

Write today for catalog pages. Address— 
JOHN H. GRAHAM & CO.., INC. 
Sales Agents for the Hardware Trade 


105 Duane Street 565 W. Washington St. 
New York City Chicago 


THE IMPERIAL M ED PRODUCTS CORP 
2854 W. Harrison St. i 
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Why Does the 
WRIGHT EXPANSIVE BIT 
Cut More Easily? 


Run your finger across the cutter, 
just below the cutting edge 
You'll discover the cutting edge 
is blade-shaped, not just at the 
end, but across the entire w-dth 
Ordinary cutters, after you get 
away from the end, you'll find are 
blunt. Therefore, the Wright cut 
ter lifts a chip out, instead of 
scraping it out 
ANOTHER CONN. 
FEATURE MAKING 
WORK EASIER 


VALLEY 
G@ooop 


s*. 
soe Ve, 


Send for 
Catalog 


WE coxvAl.co™ 
onnecticut Valley Wig. Co, 


Incorporated /874 


CVUTEREROOL - COLPTSETICCI 
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Here's a Fast Selling House- 
hold item from the Complete 
Grand Line 


*~ sm wows. ¢.00den sues ioabrameminnaa! 


} Micky Door Holders sell on 
sight Put this attractive 
colorful Counter Display Card 
* (holds 12 Mickys) on your 
counter for fast, easy sales. It's 
+a popular priced household 
necessity that every one of 
your customers will want, 
Sold thru jobbers every- 
where or write direct. 


* 
GRAND SPECIALTIES CO. 
3106 West Grand Ave. 
Chicago, U.S.A. 












COOK'S 


NEW STREAMLINE 
SUPER VALUE 
NAIL CLIPPER 


New member of Gem ct 
Nall Clipper family. 
Hardened jaws, nail 
file, cleaner. Heavily 
nickeled. Doz. on colorful card 
at jobbers’. Send for details. 


THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn, 








ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
profit in handling 
them. 





Write for prices. 


Rochester Sash Balance Co., Inc. 
Rochester, N. ¥. 








‘ 
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Poppers 
heat and do not burn the G 


OverA 

MILLION 
Have Been Sold 
Pistol blue steel, or bril 


your Jobber. 


0. $. Keene Machine Co., - Elkhart, Ind. 


E-Z CORN POPPERS 


The original rotary Corn = 
They use less 







orn Stove type or 
electric. 







jant nickel finish. Ask * 














10c 
Cards 
25¢ 
Boxes 
or Bulk 


THEY PULL—CLINCH—HOLD 


The eutstasding fastener for making, repairing 
sereens, gardes furniture, frames, ete. 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 








5224 WN. Clork St. Chicago, til. 








You'll find REAL | 


Sales Representatives ad- 
vertising in the Sales Ac- 
counts Wanted Columns 
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American Hardware Mfrs. Asso- 


ciation, 83rd semi-annual convention, 
Oct. 13-16, 1941, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J., 
in conjunction with the 47th annual 
convention of the National Wholesale 
Hardware Association. Charles’ F. 
Rockwell, 342 Madison Ave., New 
York City, is secretary of the manufac- 
turers’ association, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., 
is secretary of the wholesalers’ associa- 
tion. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 
ciation, April 20-23, 1942, at the Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the manu- 
facturers’ Association, and T. W. Me- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


American Society of Architec- 
tural Hardware Consultants’ conven- 
tion and exhibit, Sept. 15-19, 1941, at 
the Palmer House, Chicago, Ill., in con- 
junction with the National Contract 
Hardware Association. Carl D. Himes, 
secretary-treasurer of Architectural Con- 
sultants, with headquarters at 315 S. 
Main St., Dayton, Ohio, and Frank H. 
Sherwood, executive secretary, National 
Hardware Association with 
441, Lexington Ave., 


Contract 
headquarters at 


New York City. 


Central States Hardware Club, 
fourth annual get-together dinner party, 
Wednesday, Sept. 10, 1941, at the La 
Salle Hotel, Chicago, for members and 
guests before entraining for the Ex- 
celsior Spring golf party. Annual din- 
ner, Sunday, Oct. 12, 1941, at Hackney’s, 
Atlantic City, for members and guests. 


Housewares and Major Appliance 
Exhibit sponsored by the Housewares 
Manufacturers’ Association, Inc., 628 
Palmer House, Chicago, to be held at 
the Palmer House, beginning on or 


about Jan. 4, 1942. 


Illinois Retail Hardware Associa- 
tion, annual convention and _ exhibit, 
Feb. 17-19, 1942, at the Pere Marquette 
Hotel, Peoria, Tl. C. G. Gilbert, 1155 
Merchandise Mart, Chicago, TIL, is sec- 
retary. 


Iowa Retail Hardware Association, 
annual convention and exhibit, Feb. 10- 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


13. 1942, at Des Moines, lowa. Philip 
R. Jacobson, secretary, with headquar- 
ters at Mason City. 


Montana Hardware & Implement As- 
sociation, convention, Oct. 24-25, 1941, 
at Butte. M. P. Trenne, Box 216, 


Helena, is secretary. 


National Contract Hardware As- 
sociation and American Society of 
Architectural Hardware Consultants, 
annual convention and exhibit, Sept. 
15-19, 1941, at the Palmer House, Chi- 
cago, Ill. Frank H. Sherwood is execu- 
tive secretary of the National Contract 
Hardware Association with headquar- 
ters at 441 Lexington Ave., New York 
City. Carl D. Himes is secretary-trea- 
surer of the Architectural Consultants 
with headquarters at 315 S. Main St., 
Dayton, Ohio. 


National Retail Farm Equipment 
Association, annual convention, Sept. 
30-Oct. 1-2, 1941, at the Hotel Sherman, 
Chicago, Ill. P. M. Mulliken is execu- 
tive secretary with headquarters at 207 
Hotel DeSoto Bldg.., St. Louis, Mo. 


National Wholesale Hardware 
\ssociation, 47th annual convention, 
Oct. 13-16, 1941, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J., 
in conjunction with the 83rd semi-an- 
nual convention of the American Hard- 
ware Manufacturers Association. George 
A. Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ association. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, Jan. 
27-29 in Sioux Falls. Earl Erlandson, 
Cottonwood, manager-treasurer. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, 1942, at the Ho- 
tel Roosevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ association. 


Texas Hardware and Implement 
Assn., annual convention and exhibit, 
Jan. 20-22, 1942, at San Antonio, Tex. 
Exhibit at Auditorium, convention head- 
quarters, Gunter Hotel. J. D. Martin, 
Jr.. Bryan, Tex., is secretary-treasurer. 
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Floor Machine 
Our populor Standard Control Streamline Whirlwind 8 
Dustless, silent, portable, chatterless 
Highly polished aluminum and chrome finish 


HOLT SALES CO., 228 JELLIFF AVE., NEWARK, N. 


whirlwind 
—FASTEST CUTTING, CLEANEST OPERATING 
FLOOR SANDING MACHINE MADE! 


—and that makes it the most profitable sander for you! Many Holt Whirl- 
wind owners have paid for this machine out of rental profits and increased 
sales of varnish, waxes, stains, fillers, sandpaper, etc. Let us show you how 
easy it is to put the HOLT Whirlwind to work for you. The Holt uncondi- 
tional LIFETIME GUARANTEE gives you 100% profit protection. 





WRITE TODAY FOR DESCRIPTIVE FOLDERS 





J. 


Pioneers; manufacturers of edging, polishing, and nailing machines 


BRANCH OFFICE & FACTORY: Holt Manufacturing Company, 255 12th Street, Oakland, California 











Make Keys... Make Money 


with our improved 
Detroit Key Machine 
. an advanced 
method of key cut- 
ting .. . all types of 
paracentric keys 
easily made by code 
number or duplica- 
tion. Write today 
for full particulars 
concerning this low- 
priced machine and 
for catalog and prices 
of Stewart improved 
key-cutting tools and 
equipment. 





The Improved 
Detroit Key Machine 


F. W. STEWART MFG. CORP. 
4311 Ravenswood Ave., Chicago, Ill. 











SHEARS THAT STAY SHARP 
No. 2748 
ASSORTMENT 


EVENLY HARD 
CUTTING EDGES 
ASSURING LONG 


LIFE SHARP- 
NESS 
We are offering 
the trade this 
new and striking 


display of extra 
value 50¢ Shears 


—highly finished 
and handsomely 
displayed to help 
your Dealer make 
quick and steady 


sales. 


ORDER FROM 
YOUR JOBBER 


THE ACME SHEAR CO. BRIDGEPORT, CONN. 








_ ARCADE 


Top Quality DAMPERS 
| 


The spindles used in Arcade Dampers are 
ground to a sharp point, making installa- 
tion quick and easy. The cast-iron blades 
are smooth in finish . . . accurate in size... 
and of the latest design. 


Write for literature on the complete 
Arcade Line of Dampers, Lid Lifters, 
Pokers, Stove Scrapers, Shakers and 
Damper Clips. All sizes and styles in- 
cluding cool coil Grips. 


Order From, Your Jobber 


ARCADE ees 


1201 Shawnee St. 
FREEPORT, ILLINOIS 


HARDWARE & TOOLS 

















YOu’LL LIKE 
THE BISMARCK 


It's not an overcrowded convention hotel 



















E 


B [MA RCK HOTEL 


) RANDOLPH at LASALLE 


. it’s not a salesman’s showroom . 
it's just a congenial, convenient place to 
stay in Chicago and meet your friends 
undisturbed. You'll like the good 
food in the Walnut Room and the 
five other delightful dining rooms. 

Then, too, the Bismarck is so handy 
to everything in the loop. 
OTTO K. EITEL, MNG. DIR. 
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“Hobby” Customers Buy 
9 the Torch They Know 












The “hobby shop" customer takes 
pride in good tools. He'll take notice 
of C & L Torch No. 600A. He knows 
by the name that it's “experience- 
proven". He knows by the looks that 
it's the torch for efficient, economical 
service. 


Ask your jobber salesman about this 
practical C & L Torch. 


CLAYTON 
MFG. .C®., 


& LAMBERT 
Detroit, Mich. 
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Clansihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  _Chansified Adwentining Rater | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 


Positions Wanted 
(Special Rate) set solid, maximum, 
BP WIE. ce cccccegeccedcccecesocs $1.00 
int additional word.............+.- -05 
low Seven Words for Keyed Address or Your Address 
BOXED DUSPLAY RATES 
BE 6.060.6k6565.00000506640800 $6.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
-@e-— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc.. will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 
ine 











HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 

—e- 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 

















_HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street. 
New York City 





ATTENTION MANUFACTURERS! IF 
YOUR LINE is for jobbers, try my service on 
commission basis. I cover the Pacific Coast. For 
more details, write to P. O. Station D., Box 
1641, Los Angeles, California 


SALESMAN, 36, WITH FOLLOWING 
AMONGST hardware and plumbing dealers and 
jobbers in New York City and vicinity, desires 


active line. Address Box E-472, care of Harp- 

ware Acre, 100 E. 42nd St., N. Y. City. 
MANUFACTURERS’ REPRESENTATIVE 

DESIRES AN ADDITIONAL line to sell 


Hardware, Paint and Lumber Dealers and Job- 
bers in Florida. I concentrate on a few lines 
and am acquainted with the entire trade. Can 
furnish best of references. Address Box E-477, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 











SALESMEN NOW CALLING ON lumber 
yards, hardware stores and building trade spe- 
cialists to sell Strand overhead-type garage doors. 
Liberal commissions. State references, products 
being sold and territory traveled. Address, Presi- 
dent, Strand Building Products Company, 234 
No. Woodward, Birmingham, Michigan. 
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|Sales Representatives Wanted | 


| Basiness Opportunities | 








AVAILABLE FOR CERTAIN’ TERRI- 
TORIES. COMPLETE line of hampers, step- 
stools, ironing boards, cabinets and wood novel- 
ties. State exact territory actively covered and 
describe your main line. We are an old estab- 
lished and well rated company. Address Box 
E-473, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 





RELIABLE CORPORATION WANTS 
SALESMAN SELL hardware, department, fur- 
niture stores, jobbers. Small, light case. Posi- 
tively world’s finest line. Call on only best 
accounts. Full-time or sideline salesman wanted. 
If you want good profitable line which readily 
repeats, write Dustmaster Corp., 600-608 First 
Ave. N., Minneapolis, Minn. 














MANUFACTURERS’ REPRESENTATIVE 
WELL ACQUAINTED WITH the hardware, 
mill supply and industrial trade for many years. 
Can handle one good additional line. Territory 
Eastern Penna., Southern New Jersey, Delaware, 
Maryland and the District of Columbia. Com- 
mission basis. Address Box E-471, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 





| Business Opportunities | 





WANTED TO BUY—WILL PAY Cash for 
good hardware store in town 5,000 pop. or over, 
Illinois or Western Indiana, within 100 miles 
of Chicago, wide front, lease building. Give 
complete details, size buildings, annual sales, 
etc. Address Box E-476, care of HarpWware 
Ace, 100 E. 42nd St., N. Y. City. 





FOR SALE—PRACTICALLY ENTIRE 
CAPITAL stock of high grade hardware cor- 
poration, doing what is believed to be best retail 
hardware business in West Virginia. In opera- 
tion since 1905 and has shown a profit every 
year since its organization. Owner wishes to 
retire. Unusual opportunity for sound, experi- 
enced business man. Write Box E-474, care 
of Harpware Acer, 100 E. 42nd St., N. Y. City. 





FOR SALE: ESTABLISHED RETAIL 
HARDWARE store famous for complete stock 
for 60 years. Small, growing, prosperous Con- 
necticut town—boat building and defense work. 
Inventory about $13,000, low rent. Not a 
forced sale. Owner with other interests will 
consider only bona fide cash offer at no sac- 
rifice. Address Box E-475, care of HarpWare 
Ace, 100 E, 42nd St., N. Y. City. 





HARDWARE (RETAIL) PAINTS, TOOLS, 
BUILDERS’ supplies, electrical supplies and 
locksmithing, established 28 years, in New Jersey 
near Philadelphia, Pa., and widely known as 
reliable. Large and clean stock. Sale price 
$20,500.—reason for  selling—owner’s health. 
Address Box E-478, care of Harpware Ace, 
100 E. 42nd St., N. Y. City. 











FOR SALE: CLEAN, UP-TO-DATE stock of 
general hardware and house furnishings, tools, 
electric and plumbing supplies, linoleum, paints, 
etc. This is a good going business in the city of 
Cleveland, Ohio. Low rent with lease—inventory 
about $8,000. Fine location, large display win- 
dows. No trades. Owner wants to sell having 
other business requiring full attention. Address 
Box E-467, care of Harpware Ace, 100 E. 42nd 
=.. NW. ¥. City. 





| Help Wanted is 








HELP WANTED— STOCK AND PRICE 
CLERK, wholesale and retail hardware, Phila- 
delphia. Must have experience. Write full par- 
ticulars—age, experience, salary expected. Ad- 
dress Box E-463, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 
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JUST OFF THE PRESS! 





THE SIXTEENTH EDITION OF 
HARDWARE AGE 


VERIFIED LIST 


OF 
WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
DISTRIBUTORS OF MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


WVE need hardly point out the necessity and value of an 


authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the 
recognized hardware jobbers, but also includes their capi- 
talization, the territories they cover, the number of men 
traveled, the lines handled and, in most cases, the names 


of officials and buyers. 


Such a publication is indispensable to sales managers 
and advertising managers for personal and direct mail 
sales contacts. Furthermore, many firms find it highly ad- 
vantageous to give copies to their road salesmen and 


district representatives. 


NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT IS OBTAINABLE AT THE LOW 
PRICE OF 


"10.00 


PER COPY 


REMITTANCE WITH ORDER 


USE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


e888 8888888898 S OSES SES BOSONS SSOSSS G8 SSSSSSS8888004008080088008828880 saeeee =—=_ a we 
a 

: HARDWARE AGE VERIFIED LIST 100 East 42nd Street, New York 

a 

x GENTLEMEN: 

, 

: TERE BORE MB... o cc ccccsss copies of your New Sixteenth Edition 

a 

: EE fide 0064. 5340 aen oid 5030 deb ahesndsousdbesdeneekeuns ADDRESS .... .. 

* 
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Makes It Easy to Sell Sights 


FREE /P. 


All Steel— 
3 colors on q| 
aluminum 

lacquer. / 
Glass pan- / 
el shows / 
best sell- 
ers. ew 












GUN SIGHTS 


tee ee te 8 5 
















Many 

others 

pic- Ask 

tured your 

on Jobber 

front or 
write 


Combines counter 
display and stock. Hinged cover with 

latch easily opened by sales person. Free with your‘ 

own selection of Marble’s Sight assortment listing at $33 or more. 
MARBLE ARMS & MFG. CO., 540 Delta Ave., Gladstone, Mich.,U. S. A. 
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MOORE 


4 
PUSH-LESS 
HANGERS 


MOORE PUSH-PIN CO.* Since 1900- 113-25 Berkley St., Phila., Pa. 
















QUALITY CLIPPERS 


bring you Better business 
and greater 
profits 





Write for Catalog 
BROWN & SHARPE 
MFG. CO. 


Providence, R. |. 
U.S.A. 











BROWN & SHARPE 


HAIR CLIPPERS 


Gene" DOMES 2 SILENCE 
Stl DE = Lee - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
\. & FLOORS-CREATE QUIET 


Rubber Cushion 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 








OQndex SJc Adweviiven 





A 
Acme Shear Co. 
Acme Steel Company 


American Chain & Cable Co., 


Inc. aad me 
American Chain Div. 


American Thermos Bottle Co., The 


Animal Trap Co. of America .. 
Apex Oil Products Co. .. 


AaceGe Wile. Gone cocccsccccses 7 


Armstrong-Bray &.Co. ........ 
Armstrong Bros. Tool Co. 


Asbestos Textile Co., Inc. ........ 


B 
Ballonoff Metal Products Co. 
Barsick Co., The ... 
Berea Abrasives 
Bethlehem Steel Co. 
Bismarck Hotel 


Boston Woven Hose & Rubber Co. 
Boyle Co., A. S. (Plastic Wood) 


Brooks & Sons, M. S. ... j 
Brown & Sharpe Mfg. Co. 
Builders’ 


c 


Calbar Paint & Varnish Co. ...... 
Cheney Hammer Corp., Henry .. 
Clayton & Lambert Mfg. Co. .... 
Columbian Rope Co. .......... ‘ 


Connecticut Valley Mfg. Co. .. 
Continental Steel Corp. 
Cook Co., H. C., The 


Dd 
DeWitt Operated Hotels 
Domes of Silence, Inc. 


du Pont de Nemours & Co., Inc., 


& &. 


Fairbanks, Morse & Co. 
Flex-O-Glass Mfg. Co. 
Florence Stove Co. 
Friék-Gallagher Mfg. Co. 


G 
General Electric Co., 
Lamp Div. 
Grand Specialties Co. 


H 
Hawkins Co., The 
Heller & Co., W. C. 
Holt Sales Co. . 
Hotel Bellevue-Stratford 
Hotel Claridge 
Hotel Empire 


Imperial Molded Prods. Corp. .. 


Indestro Mfg. Co. .. 


J 
Jackson Mfg. Co. 
Jennings Mfg. Co., The Russell 


Hdwe. Textbook ....... 


°38 


él 


65 
17 
93 
7 
15 


% 
16 





Kw 
Keene Mch. Co., O. S. 92 
Kester Solder Co 72 
Kol-Gas Heater Co. 4| 
L 
Lufkin Rule Co., The 56 
M 
Magor Car Corp. 45 
| Marble Arms & Mfg. Co. % 
Master Lock Co. 13 
Master Rule Mfg. Co., Inc. 8! 
Metal Textile Corp. 78 
Miami Cabinet Div. 84 
Milcor Steel Co. 8 
Miller, Inc., Robert E. % 
Millers Falls Co. acon ee 
Moore Push-Pin Co. % 
Murray Ohio Mfg. Co. 7 
Myers & Bro. Co., The F. E. 12 
N 
National Cash Register Co. 57 
National Mfg. Co. ras . 86 
Newton Mfg. Co. 89 
P 
Perfection Stove Co. al ae 
Plantabbs Co. ‘ 79 
Plymouth Cordage Co. 23 
Power King Tool Corp. 63 
R 
Railway Express Agency (Air Ex- 
press Div.) .. 1% 
Raybestos-Manhattan, Inc. (Ray- 
bestos Div.) 78 
| Ray-O-Vac Co. : I 
Remington Arms Co., Inc. - 37 


| Republic Steel Corp. i 


99 
43 
97 | 


18 
92 


10 
79 
93 
61 

89 
7 


77 


59 


| Rochester Sash Balance Co., Inc. 92 


Ruby Chemical Co. 97 
Ss 

Schalk Chemical Co. 53 

Shapleigh Hardware Co. 100 

Simoniz Co., The 73 

Speedway Mfg. Co. 91 

| Stanley Works, The 5 

| Starrett Co., The L. S. 88 

| Stewart Mfg. Co., F. W. 93 

| Superior Fastener Corp. 92 

Swartzbaugh Mfg. Co., The 87 
T 

Trico Fuse Mfg. Co. 7 
U 

Union Hardware Co. . 7 

U. S. Steel Corp. ; 7 
v 

Vaughan Novelty Mfg. Co., Inc... 63 

Vichek Tool Co., The soe ae 
w 

White Mountain Freezer Co., Inc. 90 

Whitney Carriage Co., F. A. .... 82 

Winchester Repeating Arms Co... 8-9 

Wood-Regan Inst. Co. ........... 63 

Wooster Brush Co. se 
Y 

Yale & Towne Mfg. Co., The .... 3 
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SELLS ON SIGHT 
CUSTOMERS 
LIKE IT 





COLUMBIAN sir xin: ROPE 


Columbian Rope Co Auburn, N. Y 


















RATES FROM $2 SINGLE . $3 FOR TWO 


\ RUBY Chemical Co. ¢ 58 McDowell St. ¢ Columbus O 


( Feature RUBY FLUID 








- 





asily 
WET. DRY 


Pre-Waterproofed and Pre-Lubricated 
by Exclusive Methods 


Makes Columbian Rope 
more flexible 







Look for the 
RED, WHITE 
AND BLUE 
MARKER 
when you buy 
rope — your 
customers do 





COLORTOP 


ne 


THE COLOR TELLS THE SIZE 


EYE APPEAL 
MAKES SALES 


Different color for 

sizes—2 color cartons 

and the NEW 7. 
color display box a’ 


ttract 
the eye. All safety top is 
another sales - getting 
feature, 


@ NO METAL— 

No shocks KL 
@ NO GLASs— 

No cuts 


Ask your jobber for COLORTOPS. 
Write for sample. 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 











MERCURY 
BICYCLES 


The de luxe line priced 
for the volume market 


THE MURRAY OHIO MFG. CO. 


CLEVELAND, OHIO 








Highest 
gg jar rubber 
made. Biggest seller. 


Used by experts and home 
canners for 20 years. Na- 
tionally advertised. Excel- 


lent profit. Big repeats. 10¢ a 
doz. Two gross (24 cartons) in 
full color display container. 


GOOD LUCK 


Jar Rubbers 
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e. 3. Telephones itized-launder 
teens and towels “Sanitized and specially 
your use. 


sed our door 
that formerly Pat psolute quiet. 
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BROADWAY 


Edw. B. Bell, Monoger 
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NEW TYPE QUICK LOADING CARTRIDGE 
7 
| A cfion )s 


Ss . 2612-26 N. MARTHA ST. 
Hl ™ 5.0 \ PHILADELPHIA, PA. 


ROTABIN Saves 5Q% 


FLOOR SPACE 


ROTABIN stores, displays and sells nails, rivets, 
washers and other "'binable'’ merchandise in a 
compact accessible manner in '/. the space now 
occupied by such items in your store. Each 
ROTABIN section rotates, bringing the merchan- 
dise right to your finger tips. No time lost in 
looking for the correct size—no boxes to open— 
no sticking drawers to pull out—no unnecessary 
steps running from bin to bin. ROTABIN saves 
hardware dealers, time, steps, labor and money 
WRITE FOR and makes storage space pay a profit the year 


DETAILS nnenee. 


THE FRICK-GALLAGHER MFG. 
WELLSTON, OHIO 











COMPANY 





WITH CARTRIDGE EJECTOR GUN 


Use Caulk-O-Seal in the new Vulco Fibre Cart- 
ridge lined with cellophane. Special construction 
of Calbar High Pressure Gun and Cartridge elimi- 
nates all backfiring and leakage. Quick action. 
No waste. Always clean. Caulk-O-Seal is super- 
plastic, weatherproof. Holds fast. Easy to apply. 
Comes in Tubes, Cans, Drums, CARTRIDGES. 
Black and 12 Colors. Send for Color Chart. 
YOUR JOBBER CAN SUPPLY YOU. 


CALBAR Paint & Varnish Co- 






Mfrs. of Technical Products 
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_ Write today for Milcor Catalog No. 
35-C giving the complete story on Milcor’s 
broad line of stove pipe and accessories 
— and other popular Milcor heating items 
that build profitable volume for you... 
that you can sell with assurance of your 


customers enjoying all-around satisfaction. 
H-30 


MrccoR. STEEL ComPANY 


MILWAUKEE, WISCONSIN CANTON, OHIO = 


CHICAGO, ILL. © KANSAS CITY. MO. © LA CROSSE, WIS. 
* NEW YORK. N. Y. © ROCHESTER. N. Y. © BALTIMORE. MD. 


Sales offices in principal cities. 


98 HARDWARE AGE 
















CATALOG NO. 


SPD 200 


These 
Super-Quality 
Materials 
Are Not Sold 
By Mail Order 
Houses 


















(ALL PACKED IN ONE CARTON) 


YOU GET > 
ALL THIS a 


1 PREO ) one oe 


FREE DISPENSING EQUIPMENT 
ATTRACTIVE DISPLAY RACK 
( WINDOW POSTER & COUNTER CARDS 








Width 
Flex-O-Glass 36” 


Window-Fabric 36’ 
Glass-O-Net 36” 
Wyr-0-Glass 36” 










NOTE: Copyright, 1940 by H. Warp, The Dispenser and Flex-O-Glass are covered by 


U. S. Letters Patent Glass-O0-Net and wre 
Patents, Patent Applications and Trade Marks. Flex-O-Glass, Window-Fabrie, Glass-O-Net, and Wyr-0-Glass are the property o 


Dispenser Refillable with 50-yard rolls as they are sold out. 
This SPECIAL DEAL and Individual Rolls Carried by 
Wide-Awake Jobbers Everywhere — SAMPLES FREE ON REQUEST 


Manufactured By FLEX-O-GLASS MFG. CO., (Warp Bros.), 1104-6-8 N. Cicero Ave., Chicago 


Wa 


| Thijales. Sables. 


-Glass by Pending Applications. The Copyrights, 






ONA 
COMPLETE 
LINE OF 


TES 


GIVE YOUR 
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COMPLETE STOCK 
SMALL INVESTMENT 

Enables Dealer to Compete With Chain 
Stores and Mail Order Houses. 


HANDY REROLLING OUTFIT 
You Get the Complete Outfit as Shown. 
Just Count the Yards as You Turn the 
Crank. Feet, Yards and Inches Are Mark- 
ed Along the Edge of Each Material. 


MINIMUM COUNTER SPACE 

Only 3 Sq. Ft. of Counter Space Required. 
ATTRACTIVE DISPLAY 

Prevents Your Customers from Going 


Elsewhere. Gives Them an Opportunity 
to Select Any Material They Want. 


























Sq. Ft. Sells Your 
per roll For Profit 


450 29¢ yd. $5.00 
225 gyi. 1.70 
135 Sdg yd. = 2.65 
90 78¢ yd. 2.55 



















rp Brothers, Chicago. No Infringements, Please. 





























The fine quality of DIAMOND EDGE and 
KEEN KUTTER Cutlery is clearly demon- 
strated in two new assortments—each con- 
sisting of eight butcher knives and four 
slicers, moderately priced for mass consump- 
tion. With the demand for quality mer- 
chandise growing steadily, these knives 
should find a large and ready market in your 
community, particularly during the fall and 
winter months ahead. 





























The DIAMOND EDGE assortment, No. 
DEOS12, is illustrated here. The corre- 
sponding KEEN KUTTER assortment, No. 
KOS12, is of equally high quality and 
Ask our 


will give equal satisfaction. 


salesman for further details about these 


assortments and about other profitable 


Cutlery items as well. 


SHAPLEIGH HARDWARE ComPAny, Sr. Louis, U.S)\. 


Shapleigh National Series No. 2360 








